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YOUR NEXT COLOR FILM PRODUCTION SHOULD BE YOUR VERY BEST 


CHECK ON 


LMéceler 
iY NOW! 


10 REASONS WHY PATHECOLOR OI, 
DESERVES YOUR IMMEDIATE ATTENTION we 


@ Life-Like reproduction of skin tones, food and package identification. 









A PIONEER IN PERFECTION! 


Havsd werwors 1 corr rium snow! 


@ For the first time “impossible” pastels reproduce in startling realism. “Dragnet” filmed in Pathécolor and presented coast- 
to-coast over NBC-TV, December 24, 1953. 





a Much faster film speed permits simple, less costly lighting. 










: * : American Tobacco Company’s Pall Mall ial 
@ Pathécolor camera techniques as simple as black and white. Mt iit. 








@ Standard camera equipment is all that is required for Pathécolor. Hees mwa wapeane” ran Las Pou 





: ? Pathé was voted the top TV film processing firm in 
ye Negative Reports on their way after only twenty-four hours. she Us. 8, fer peoviding offend sertns deta 1909. 
a Dailies forwarded for customer viewing within two days. ° 





Pathé black-and-white film facilities . . . most com- 
ca Pathécolor experts available for customer consultation at all times. plete in U. S. Pathé facilities for 16 and 35mm black- 
and-white film processing and printing are famous 
@ Pathé speed in processing and printing saves time and money. for quality and speed. Pathé special effects and op- 


ticals departments offer producers the most expert 
and complete handling in the industry. 








@ Special optical and special effects facilities at Pathé customers’ disposal. 


See one of the most convincing tests ever shown... 
a Pathécolor 16 or 35mm demonstration reel. 


CALL OR WRITE— 
Perl é LBORATORIES - NEW YORK 105 East 106th Street, TRafalgar 6-1120 
Pali é UBORATORIES - HOLLYWOOD 6823 Santa Monica Bivd., HOllywood 9-3961 









Palhé \ovoratories, inc., is a subsidiary of CHESAPEAKE INDUSTRIES, INC. 


GREAT MOTION PICTURES ARE PROCESSED BY Dithe 
























How to make a 
Sales-Training Film that actually 


CREASES SALES 


Why does one motion picture or slide film used to train salesmen markedly 





improve their performance, while another has little effect? 
Caravel's years of experience in this field shows that for consistent high- 
level results with sales-training films, four major factors of production 


need to be stressed. 


: a : 
These factors of production... wma /tesults like these... 
FIRST-HAND CONTACT WITH SALESMEN *. . . appreciated very much the intelligent interest you 
gives the creative producing staff the “feel,” as well asthe az—-~ people showed in grasping our problem and interpreting 
facts, of the client's selling problem. the story we wanted to tell.” 

Fuller Brush Company 
AN IMAGINATIVE SCRIPT that entertains while "We believe the Kenwood picture is one of the best, if 
it instructs is the basic step toward a picture that sales- — not the best product-sales-training film ever made.” 
men want to look at. Associated Merchandising Corp. 
ABSOLUTE REALISM in the portrayal of salesmen The reaction of the real-life salesman who sees the film 
and their customers takes top-notch direction and acting, qu = seems to be, ‘He does a terrific job of selling. I'm going 
and scrupulous attention to detail. ee to use that approach myself.” 

Clinton Foods, Inc. 

A NO-PUNCHES-PULLED ANALYSIS of the "Many verbal comments from salesmen and dealers as- 
salesman’s real and difficult problems is essential in mak- ——— sure us of another hit.” 
ing a film that he respects and responds to. Socony-Vacuum Oil Company 


BEFORE YOU MAKE YOUR NEXT SALES-TRAINING FILM, READ CARAVEL’S BROCHURE, 
THE MOTION PICTURE AS A SALES TOOL. WRITE FOR IT TODAY. NO OBLIGATION. 








CARAVEL 


730 FIFTH AVENUE 


FILMS, INC. 


NEW YORK 19, N. Y. 

















“Chivalry isn’t dead...in Detroit!” 






















































They learn faster, remember longer 
with Sound Movies! 


Every one of the more than 500 Radio Cab 


drivers in Detroit goes to “school” before he 
ever takes a cab out for the first time. Sound 
movies play a big part in his schooling 
Sound movies train him in courtesy to cus 
tomers, courtesy to other drivers teach 
him how to care for his cab and how to 
drive safely. Directors of the training pro 
gram at Radio Cab attribute their outstand 
ing safety record, and the growth of thei 
business as well, to their extensive sound 
movie program 


In business, industry, church and school, 


more and more sound movies are solving 
heretofore difficult and costly problems 
Bell & Howell offers a wide variety of the 
finest motion picture equipment to help you 
do the best job at lowest cost. 


Bell «Howell 


makers of the world’s finest 


motion picture equipment 










RADIO CAB COMPANY 





“Sound movies and Bell & 
Howell equipment make it 





easy to teach our cab drivers 
courtesy. No other training 
method is so fast and effec- 
tive.” 


CHILTON MULLIKIN 
Vice-president and General Manager 


Radio Cab Company, Detroit, Michigan 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add that professional 
touch to your movies easily, in- 
expensively. Add sound to old 
silent films, change sound to fit 
specific needs . . . shows any 
16mm movie. From $699. 


Filmosound 285 shows optical 
sound or silent films. Brilliant 
pictures, full, natural sound at 
all volume levels. From $449.95. 


Find Out Today How 
Bell & Howell Can Help You! 


Se eee ee ee eee eee ee eee 
Bell & Howell Co., Dept. F 
7108 McCormick Road 
Chicago 45, Illinois 


Please send me, without cost or 
obligation, complete information 
on sound movie equipment 

for use in Industry 


Home Church ([]) School 


WARMB. wc cccecccccccsesessesesee 
Cee eeeeeereseee 

Tree eeeeeeeee reer eee . 

Terre rere r errr rere eee res | 
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E,... ORDER that comes into the 


house—for a motion picture, slidefilm, printed matter or stage 


show—is a fresh challenge to the entire Wilding organization. 


Because no two projects are ever exactly alike, we can’t operate 
an assembly line. Each production, whether large or small, is a 
new and personal problem that can be solved only through the 
co-operative effort of all departments from the written script to 


the finished product. 
To each job are brought the co-ordinated talents and skills and 


the vast experience of artists and artisans who make up the most 


brilliant team of expert specialists in our field. 


WILDING 






MOTION PICTURES « SLIDE FILMS « TELEVISION FILMS 


PICTURE PRODUCTIONS, INC. 


*CHICAGO 


1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


*DETROIT 
1000 Dime Bldg. 


CLEVELAND 
1010 Euclid Bldg. 


*HOLLYWOOD 
5981 Venice Blvd. 


ST. LOUIS 
4378 Lindell Blvd. 


CINCINNATI 
Enquirer Bldg. 


PITTSBURGH 
Law & Finance Bldg. 


‘Studio Facilities 












10 Ton Lathe 


Runs in President’s 





| 


Office... 


Extraordinary Sales made 
possible using 
revolutionary 16 mm 

, 


toast ’ : 
suitcase’ projector 


Today you 


can dem- 
onstrate any product 
—even giant produc- 


tion machinery—rignt 


in the comfort of a 


president s office. And 
it can be done with 
just a flicl of a switch! 
TSI : litca ( pro- 
jectors make tnis pos- 
sible with more con- 
venience tnat at 


other motion picture 


projector oO! tne 


ture are presented in 


complete layiignt 
Add to thi tr ell 
contain 
you have 


most potent ales pre 


creen ana 


one ot the 
entation devices in 
\merica 


WANT FURTHER INFORMATION ? 
Write for our free brochures on TS! equipment 


y 


J TECHNICAL 
SERVICE 








am 


INCORPORATED 


30665 FIVE MILE RD. 
PLYMOUTH, MICH., U.S.A. 


Custom Migrs. of Electronic and/or Mechanical Cquipment 
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YOUR 1954 CALENDAR 
OF AUDIO-VISUAL EVENTS 


Film Festivals, Workshops and Meetings 


of Interest to Film Sponsors and Users 


JULY 
July 30, 31, Aug. 1: Educational Film 
Library Assn. Annual Meeting, Conrad 


Hilton Hotel, Chicago. 


AUGUST 


August 1-4: National Audio-Visual Con- 
vention and Trade Show, Conrad Hil- 
ton Hotel, Chicago, meeting of the Na- 
tional Audio-Visual 

bers. Addresses, film showings and dem- 
onstration of equipment. 


Association mem- 


August 16-20: University Film Produe- 
ers Assn. Annual Meeting, Ohio State 
University, Columbus, Ohio. 


August 25-27: Biological Photographic 
Assn. Annual Meeting, Chalfonte-Had- 
don Hall, Atlantic City, N. J. 


August 22-September 12: Eighth Inter- 
national Edinburgh Film Festival. A 
meeting of directors, producers, writers, 
film society officers and film users in 
every field; three weeks viewing of 
quality film treatments of entertainment, 
realist drama, comedy, experimental, 
scientific and instructional subjects. 
Certificates granted films selected for 
screening. 


August 22: The Fifteenth International 
Venice Exhibition of Cinematogra- 
phic Art. An awards competition of 
selected films. 


August 30-September 4: 11th Annual 
Audio-Visual Workshop, 


American 


Baptist Assembly, Green Lake, Wis- 
consin. Registration fee, $20.00. 
Theme: Functional Use of Audio- 
Visuals. Purpose: to provide time and 


resources, both of materials and leader- 
ship, for all who are seeking to use 
new and better tools for achieving the 
Christian mission. For further informa- 
tion: Miss Pearl Rosser, National Coun- 


cil of Churches, 79 E. Adams Street, 
Chicago 3, Ill. 
OCTOBER 
October 26, 27, 28: Industrial Audio- 


Visual Assn. Annual Fall Meeting, New 


York City area. 


NOVEMBER 
November 8-10: Association of National 
Advertisers’ Annual Meeting. Hotel 


Plaza, New York. Report of Films Com- 


mittee to be presented. 


BUSINESS SCREEN MAGAZINE 


















COLOR-CORRECT* 
RELEASE 
PRINTING son separate 


track and picture masters incorporating 


**A”’ and ‘‘B”’ effects 





@ Color Duplicating Stock furnished gt cost if payment 


accompanies order $.058 per foot. 


@ We will mount all prints on your reels and cans at no extra 


charge — and pack for shipping anywhere in the world. 


*Reg. U.S. Patent Office @ Delivery to meet your schedules. 


by on Studios and Laboratory 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. DU pont 7-1800 


550 Fifth Avenue, New York 36, N.Y. Cl rcle 5-8188 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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Pea: 


Precision 





YOUR PRODUCTIONS 
BEST REPRESENTATIVE 


CLOSE CHECK ON 
PROCESSING 

Picture ana sound results are held 
to the closest limits by automatic 
temperature regulation, spray devel- 
opment, electronically filtered and 
humidity controlled air in the dry- 
ing cabinets, circulating filtered 
baths, Thymatrol motor drive, film 
waxing and others. The exacting 
requirements of sound track devel- 
opment are met in PRECISION’S 
special developing machinery 


rv 








gs, 





YOUR ASSURANCE OF 
BETTER 16mm PRINTS 


16 Years Research and Specialization in every phase of 16mm processing, 
visual and aural. So organized and equipped that all Precision jobs are of the 


highest quality. 


Individual Attention is given each film, each reel, each scene, each frame — 
through every phase of the complex business of processing — assuring you of 


the very best results. 


Our Advanced Methods and our constant checking and adoption of up-to- 
the-minute techniques, plus new engineering principles and special machinery 


enable us to offer service unequalled anywhere! 


Newest Facilities in the 16mm field are available to customers of Precision, 
including the most modern applications of electronics, chemistry, physics, optics, 
sensitometry and densitometry — including exclusive Maurer-designed equip- 
ment — your guarantee that only the best is yours at Precision! 


Precision Film Laboratories —a di- 
vision of J. A. Maurer, Inc., has 16 
years of specialization in the l6mm 
field, consistently meets the latest de- 
mands for higher quality and speed. 














IN THE NEWS OF BUSINESS FILMS 


* The missionary effort on behalf of business 
films has taken Business ScREEN’s publisher out 
along the circuit these recent weeks and this 
magazine’s bound volumes are being well- 
thumbed by other researchers for at least three 
major business publication features articles soon 
to appear. 

Visits to Kansas City and St. Louis included 
appearances at a dealer-sponsored business dem- 
onstration program in the Municipal Auditorium 
at K.C. and before the St. Louis Chapter of 
the Public Relations Society of America in a 
very pleasant dinner program in that city. 

In Chicago on Wednesday afternoon, June 16, 
an historic “first” was registered at the 1954 
Midwestern Regional Meeting of members of 
the Association of National Advertisers. Joining 
a panel of well-known media executives, O. H. 
Coelln, Jr. of Business ScREEN made a progress 
report on sponsored films. This presentation was 
part of a panel discussion of media trends, in- 
cluding newspapers, magazines, television, radio, 
outdoor, ete. 

Earlier in the month, members of the Chicago 
Chapter of the Public Relations Society of 
America, meeting at the Tavern Club, also heard 
Ott Coelln describe the role of films in company 
public relations. 

On September 16, members of the American 
Chemical Society will review the communications 
tools available to their companies and _profes- 
sional organizations and the publisher of Bust- 
NESS SCREEN has been invited to do a presen- 
tation on audio and visual media during that 
annual program. 

Now if the national magazines and financial 
journals with whom we have cooperated on the 
(CONTINUED ON PAGE rEN ) 


i 
| Koustantin Kalser says: | 
| “Thanks for the wonderful music 
score for THe Maiep Fis1 . Even 
people in the business think this is || 
an original score and can hardly be- 
lieve that it was edited from your 
library tracks . 

“You always do more than what 
we pay for... and there is always 
that certain something—call it talent, 
call it conscientiousness—that sets 
your work apart and makes it a_ | 
pleasure to work with you . . .” | 





MARATHON TV NEWSREEL, N.Y. 


| corelli - jacobs 


FILM MUSIC Ine. | 
1600 BROADWAY | 


} 
NEW YORK 19, N.Y. | 
jJUdson 6-6673 





FILM MUSIC Ine. 
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35-01 QUEENS BOULEVARD, LONG ISLAND CITY 1 N 
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TRADE -MARK 


CARBON ARC 


One of a series of outstanding 16mm film installations 
CARTHAGE INDEPENDENT SCHOOL, CARTHAGE, TEXAS 



















SMALL IN SIZE (pop. under 5,000), big in ideas, the town of Carthage, Texas, 
offers in its Independent School auditorium dramatic evidence that audio- 
visual presentation has come of age for schools, businesses and institutions 
of all sizes. 


THANKS to proper layout and carbon-arc projection, some 18,000 viewers 

annually enjoy 16mm film showings of professional quality...quality impossi- 

ble to obtain for audiences of over 100 persons by any other commercial means 

of lighting. 

THIS SIMPLE, safe and economical carbon-arc equipment brilliantly illumi- 

nates a 10’ x 12’ screen 74 feet away ... assures clear, sharp pictures without 
. interruptions due to light failure. 


INVESTIGATE this better method of projection for educational, training and 


business films. You'll be as amazed by its economy as you are by the marked 
improvement in picture quality it provides. 


The term National” is a registered trade-mark of Union Carbide and Carbon Corporation 
NATIONAL CARBON COMPANY 


A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N. Y. 
District Sales Offices: Aianta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 


In CANADA: Union Carbide Canada Limited, Toronto 
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a good production 
DESERVES 


3 good package | 


A good production 
needn't suffer because of 
reel failure that causes 
distracting, annoying 
noises. And it can't 
happen when films 
are mounted on 
Compco reels and 
protected in Comp- 

co film cans. 





/ The reels are made of the hardest, spring-type 
steel, They just can't bend out of shape. The 
cans are die-formed, rigid, and dent-resistant 
Together, they make the perfect combination for 


film production packaging 


Reels and cans available 
in all l6mm sizes 


Compco CORPORATION 


2251 W. St. Paul Ave., Chicago 47, it 





Film Editing Made Easy 
with NEW 


professional 
film wiewer 


for 35mm and 16mm 


Every film editor will appreciate a viewer that enables him to 


view his film from left to right—on a large, brilliantly 


illuminated screen. 


The PROFESSIONAL FILM VIEWER makes film editing 


TRENDS IN BUSINESS FILMS: 


‘CONTINUED FROM PAGS Six) 


vital statistics and other pertinent data affecting 
this field fulfill some of their current feature 
assignments during coming months, the public 
relations of the sponsored film will also have 
taken a real spurt in a well concentrated period 


of time. Ld 
Karly History of Business Films Dates 
Implement Company Sales Pix to 1911 

* The earliest application of motion pictures to 
sales promotion and other business purposes 
dates back to Thomas Edison’s “Black Maria” 
and certainly the first public manifestation of 
moving pictures was in the 1890's when Dewar’s 
Scotch, Columbia Bicycles and Maillard’s Choco- 
late were advertised in flickering shadows along 
Broadway. 

Scotchmen who danced the Highland Fling 
for Dewar’s in one of these early films made 
their projected appearance on the wall of a 
Broadway office building in Manhattan. Then, 
as now, they stopped pedestrian and vehicular 
traffic as only films can in these outdoor show- 
ings, thus earning the ire of New York’s “Finest” 
which ended the performance. 

Through the first decade of the 1900's, the 
record of motion pictures is illuminated with 
noteworthy sponsor efforts in which pioneers 
like Porter took some part. The Lackawanna 
Railroad, the Northern Pacific and others got 
into the medium but not until 1911 does the 
record show an organized creative effort. In 
this year, International Harvester featured Bev- 


a breeze. Easy threading, portable, will not scratch film, Put 


this viewer between your rewinders and speed up your editing. Size of 


Viewing Screen 5% x 4%, 





10 


WRITE DEPT. $-6-4 
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Au 
Romantic interlude in "Back to the Old Farm 
erly Bayne and a “stellar cast” in the amusing 
but well-pointed Back to the Old Farm, extolling 
the virtues of the mechanized farm to reverse 
the trend of farm boys to the city. 

Another implement manufacturer has histor- 
ical evidence of early efforts in film production. 
The predecessor companies, Best and Holt, from 
which the present Caterpillar Tractor Company 
has derived, were motion picture makers and 
Caterpillar’s vault contains footage dating back 
to “around 1911.” When the present company 
was formed in 1925, Dean Blomeyer of Cater- 
pillar’s sales promotion department reports that 
it “continued to use motion pictures and are 
more active today than we have ever been.” 

The first sound pictures of Caterpillar (35mm) 
utilized dise sound. The phono turntable was 
driven by the projector to keep the sound in 


(CONTINUED ON PAGE SIXTY NINE) 





35mm Model $375 
16mm Model $350 
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THESE ARE KEYS. Parts of the Matte Punch Machine, 


designed and built at Consolidated, that translates the 


timer’s skilled judgment into an automatic light change 


via a perforated film strip which guides the film printing 





machine for proper exposure of each scene. This elimi 


nates the chance of human error possible in manual light 


change devices 


The Nation's Foremost Laboratory Service 





' 


TT 


CONSOLIDATED FILM INDUSTRIES 


s 959 Seward Street, Hollywood 38, California » HOllywood 91441 
‘ 1740 Broadway, New York 19, New York + JUdson 61700 
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No matter how large or small a 
production, in black and white o1 
color, 45mm or 16mm, Cineffects’ varied 
services can make your present 

production the best ever 

For over 15 years, producers of commercial, 
educational, theatrical and television motion 
pictures have depended on the most modern 
facilities of our art, animation, and 


optical departments. 


Why don’t you? 


clneffects inc. 


115 W. 45 ST., NEW YORK, N. Y 
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SMPTE Honors Rose 


Victor Animatograph’s President Is 
One of Industry's 30-Year Veterans 


* For his more than 30 years of 


service to the audio-visual indus- 


try, Sam G. Rose, president of 
Victor Animatograph Corporation 


recently received a Pioneer Award 
from the Society of Motion Picture 
and Television Engineers. As a 
member of this organization since 
1918, Mr. Rose is one of 26 mem- 
bers of the original Society. 

Regarding the award, Mr. Rose 
recalled the struggles for a stand- 
ard in safety film. 


“The 


cellulose 


hazard of 
made it 


extreme fire 
im- 
possible to use this type for any- 
thing other than theatrical where 


fireproof projection booths existed. 


nitrate film 


Rigid fire and insurance regula- 
tions wouldn't permit it. Movies 
then were excluded from schools, 


churches and the home. To elim- 


inate the  inter-changeability of 


safety fiim with 35mm _inflam- 
mable film, a separate standard 
size was desirable. 


“As early as 1918, Victor pro- 
S.M.P.T.E. a 
inflammable (cellulose 
standard for the 


We 


the standard 


posed, before 


non- 
acetate) film 
non-theatrical 
world. succeeded in 

of 28mm _ adopted. 
This became possible following an 
agreement by the 


getting 


film manufac- 


turers to use only cellulose acetate 
as the new 

“But it 
/\« 


28mm 


‘safety standard’. 

that 
film was becoming imprac- 
tical because of the high cost of 
The fact, that 
the ‘print’ method was expensive 


was soon evident 


raw material. too, 
was a contributing factor in the 
decision for a change. 

“In 1923, 
lished as the 
With the 


versal 


16mm was estab- 
standard. 


introduction of the re- 


new safety 


process (reversing the ex- 
posed original eliminating prints) 
the quality of 


reproduction was 


superb, and, more im 


Protestant Chaplains Receive Film 
to Unify Worldwide Sunday Schools 
* United States Protestant Armed 
Forces Chaplains, all over the world, 
can now make use of a new 13-min- 
ute motion picture recently released 
by the U.S. Navy called The Unified 
Sunday School Curriculum. The 
film, produced by Transfilm Incor- 
porated, explains the method by 
which children of Armed Forces per- 
sonnel can maintain their Sunday 
School curriculum despite repeated 
transfers to different bases. 

A lack of world wide similarity of 
Armed Forces Sunday School cur- 
riculum has found most children of 
Sunday School age repeating lessons 
three and four times when trans- 
ferred to areas where Chaplains 
inevitably established their own 
methods of teaching. Now, with the 
aid of the Protestant church-owned 
Publishers’ Nash- 
ville, Tenn., Chaplains throughout 
the world can avail themselves of a 
standard Sunday School 
lum. Such studies are available in 
eight different age groups including 
one for adults. 

The major reason for unifying 


Association in 


curricu- 


the curriculum is symbolized by the 
statement of an Air Force sergeant’s 
son who, in a period of four months, 
made three moves to different areas. 
Each time, his .studies dealt with 
Moses. After the third repetition 
of the series of lessons, the boy re- 
marked, “I haven‘t anything against 
Moses, but there must be somebody 
else in the Bible for me to learn 
about.” 

ie «4 
Betzer Resigns Post as Sarra’s 
Director of Film Planning 
* The resignation, effective June 1, 
of Joseph G. Betzer as director of 
film planning for Sarra, Inc., Chi- 
cago has been announced by that 
studio. Mr. Betzer, who joined the 
organization in 1942 is entering the 
field. He has also 
been secretary of the American As- 
sociation of Film Producers. 


merchandising 





portant, cost was great- 
ly reduced over 28mm 
prints. This economi 
factor was a great step 
forward. 

“Looking back,” Mr. 
Rose concludes, “‘it 
seems inconceivable 
that a proposal that de- 
veloped the 16mm in- 
dustry. as we know it 
today, could meet with 
as much opposition. 
Fortunately, the right 
way prevailed to the ul- 
of all.” 


timate benefit 


TYPE TITLES 


Produced up to 
a standard—not 
down to a price 


Knight Studio 


159 E. Chicago Ave. Chicago 11 
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Xomelhing 
! to Sing 
about: + 


We have just opened a New 
York Studio as part of our 
expansion program and now 
provide our clients with the 
nation’s finest creative and 
production staffs dedicated 
to making better films for 


business. 
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New York Studio Hollywood Studio 
404 Fourth Ave. « New York 16 201 N. Occidental Blvd. + Los Angeles 26 
Murray Hill 6-4590 DUnkirk 8-5121 
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Sinclair Film Joins Battle on 
Insects in 500,000 to One” 


% Bugs victorious—a threat often 
repeated by authors and scientists 
are dealt with effectively in a new 
Sinclair Refining Company film 
which uses as its title the ratio of 
the insect population pitted against 
the human population: 500,000 to 
One, 

\ public service presentation, th 
25-minute color film and a supple- 
mentary 3] page booklet were pro 
duced in association with the Ds 
partment of Agriculture Bureau of 
Entomology honoring the 100th 
Anniversary of Professional En 
tomology in the United States. 

Model war propaganda, 0 OOO 
to One surveys the insect peril with 
atrocity statistics and close-up re 
connaissance of man’s ancient ene 
mies in action. The foes’ appalling 
potential ability to multiply, their 
tactics, their widespread areas of 
invasion, their adaptability to 
change and tenacity under fire ar 
observed. 

Ceaselessly, Bugdom devours 
man’s food, shelter, clothing and 


bearing disease, man himself. The 


average annual U.S. “Bug Bill” is 


at lease $4.000.000.000. 


The film warns of the imbalance 
in favor of insects created by the 
habits of civilization. Its blueprint 
for preserving the balance of power 
in favor of man includes recognis- 
ing the friendly underground troops 
among the insects, 

Av Bureau Heads the Fight 

The Bureau of Entomology and 
Plant Quarantine is termed the Gen. 
eral Headquarters in the anti-pest 
Methods of mechanical 
chemical, biological and quarantine 


Detailing 


struggle. 
warfare are outlined. 
these tactics, weapons and _ strate 
gies, the mobilization message 
works in Sinclair’s entomological 
laboratory (“Fly Farm”) and red 
and green cans labelled Insect 
Spray Surface Insecticide and Stock 
spray 

Atlas Film ¢ orporation, Chicago, 
produced 500,000 to One and it is 
if companied by a booklet. | An ation 
shots were made in 23 states. 

The film is available through: 
Public Relations, Sinclair Refining 
Co., 600 Fifth Ave., New York 20. 
Agricultural colleges have been sent 
prints ind othe copies have been 
forwarded to the Bureau of En 


tomology Va 
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ZOOM DIRECTOR'S FINDER 


lémm ond 35mm... . lémm 
zooms from 3mm te 75mm, 
35mm stooms from 25mm te 
6”. $15.50 
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Outdoor Themes a Tradition of 
Kiekhaefer Corp. Color Pictures 

¥% Boating for bear in Alaska, water 
skiing in Florida and an outboard 
marathon in Wisconsin are the sum- 
mer adventures depicted in three 
new movies sponsored by the Kiek- 
haefer Corporation, Fond du Lac, 
Wisconsin. 

Spured on by the success of its 
1953 award winner, Keys to Adven- 
ture, Kiekhaefer has its promotion- 
al motor wide open this year with: 

Cheechako, titled with the Alask- 
an name for its greenhorn hero who 
learns about hunting vicious brown 
bear with Ralph Young, well known 
northern guide. Julian Gromer, 
world traveler and lecturer plays 
the greenhorn. Traveling in their 
14 foot boat, the pair skirt icebergs, 
run rock-walled channels, loiter in 
trout and salmon streams, then head 
for the virgin forests of Admiralty 
Island to hunt bear with their 
camera, 

Gromer graduates from the green- 
horn tag in a daring encounter with 
a burly bruin. Earl Ohmer, Alaska 
fame commissioner who suggests 
Dan Beard, authenticates informa- 
tion on United States fish and wild- 
life activities. The journey’s spon- 
sor-moral: you need a durable, ver- 
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satile craft for fun in a rugged 
country: film shows how Mercury 
outboard motors have helped to 
open up this country to vacationers. 

Learn Water-Ski Technique 

Water Ski Antics, sponsored in 
cooperation with the National As- 
sociation of Engine and Boat Manu- 
facturers, is said to be the first in- 
structional film on the aqua-skid- 
ding sport. Champions demonstrate 
skiing styles as they skim taut- 
reined behind Mercury horespow- 
ered craft through the waters of 
Florida’s Cypress Gardens. 

I innebagoland Marathon, spark- 
plugs the speed of Mercury out- 
board motors as they perform in 
the 1953 Winnebagoland Outboard 
Marathon held at Neenah, Wiscon- 
sin, under the sponsorship of the 
Milwaukee Sentinel. Aerial shots 
frame the surf shearing demons en- 
masse as they drone down Lake 
Winnebago and up the Fox River. 

Ask Your Mercury Dealer 

Kiekhaefer films on fishing, trav- 
el, boat jumping, and other white- 
water adventures are available to 
club, church and civic groups. They 
are offered free loan from Mercury 
outboard motor distributors or 


dealers. hy 
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—like a “right arm” for the creative MP and TV Director 


TEWE MOTIVEFINDER is a wizard that solves scores of set problems. This Director's 
Zoom-type Finder reveals the most suitable focal length, the proper camera position, the effects 
of dolly shots, etc. It is invaluable to a creative Director who likes to plan optical tricks and 


special effects. Combination Finder 


zooms from 25mm to 135mm for 35mm Motion Picture 


and zooms from 28mm to 150mm for TV Complete with leather carrying case and neck band. 


WATSON Director's type finder, 
pocket size, with mattes from 
30mm to 100mm for 35mm 
cameras Alse for lémm 
cameras. $35 











= 


ZOOM Finder for Auricon Cine 
Vole . . . rooms from 15mm 
to 12”, $60 
Available for Filme and Eyemo. 

$39.50 


ES Gamean Equemenr 6. 


B 


Only $75 


ZOOM Finder for Cine Kodak ; 
Special . . . zooms from 15mm a 
to 150mm, with parallax ad- : 
justment. $75 2 


Template supplied for mount- 
ing Finder on magazine. Ad- 
ditional brackets for magazines 
available at $7.50 per set. 
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be hill. 
ORIGINALITY 


Originality is the forerunner of progress in every field of human en- Sound Masters, adhering to these principles, is so organized that it 
deavor, and through creative skill successfully attains its objective. In offers originality and creative thinking in both script treatment and pro 
so doing, it avoids the stereotype, the formulated and the cliché manner duction. Thus it assures its clients a film that will attain its objective with 
of thinking. eminent success. 

















MOTION PICTURES 
SLIDE FILMS 


SOUND MASTERS, INC. | =" 


7 ESTABLISHED 1937 165 WEST 46TH STREET, NEW YORK 36, N.Y. PLAZA 7-6600 







SOUND MASTERS 
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DIFFERENT FROM ANY OTHER 


Just as thumbprints have distinctive 
characteristics, so do film duplicating services 
differ in important ways... 


For example, because Color Reproduction 
Company has specialized exclusively in L6mm 
Kodachrome duplications , it offers unique 
advantages to l6mm film producers. 


Producers can always count on finest quality 
duplications, Only technicians with many years 
of this specialized work handle film 

to be processed, 


Producers can always count on fast service. 
24 hour service on Work Prints and Answer 
Prints. Release Prints delivered on 

date promised! 


Combine the finest quality work, fast service 
with guaranteed satisfaction, and a record of 
dependability that is unsurpassed in the 
industry... and you have the answer to why 
more and more L6mm producers use 
Color Reproduction Company! 


REPRODUCTION COMPANY 


7936 Santa Monica Bivd., Hollywood 46, California 


FINEST 
QUALITY 
PRINTS 


DEPENDABLE 
FAST 
SERVICE 


ALL 
COLOR PRINTS 
(UARANTEED 


Telephone: Hollywood 4-8225 





“Passing Fancy,’’ Safety Film 
Added to GM's Loan Library 

* Passing Fancy, a 13-minute black 
and white picture, sponsored by 
General Motors, dramatically tells 
women that thinking ahead is re- 
quired for safe passing on high- 
ways. This film and ABC of Jet Pro- 
pulsion are the most recent addi- 
tions to General Motors film library. 
Passing Fancy was produced by 
Robert Davis. 

These two pictures have been 
added to a library of about 60 non- 
theatrical films. The company lends 
them without charge to such groups 
as schools, colleges, churches. civic 
and social organizations. Both are 
available for tv. 

Last year GM films, prepared un- 
der the guidance of the public rela- 
tions staff, were viewed by more 
than 13,000,000 persons in addition 
to those who saw them on tv. 
Most of the showings are before 
grade and high school students. 

The free loan films may be ob- 
tained through GM’s public rela- 
tions department in Detroit. Groups 
in greater New York and Long Isl- 
and may secure the films from GM’s 
New York office. 

Another recent GM film addition 
to its nationally distributed library 
of sound films is The ABC of Jet 
Propulsion, an 18-minute color film. 





WANTED 
MOTION PICTURE 
DIRECTOR 


For staff of a leading national 
producer of sponsored motion 
pictures. To direct pictures and 
assist sales and contact men in 
the presentation and sale of dra- 
matic productions. 


One who knows from actual 
experience all phases of film pro- 
duction from script to finished 
negative and has had extensive 
Hollywood experience and train- 
ing. 

Writing ability desirable but 


not essential. 


Submit outline showing experi- 
ence, education, age, past earn- 
ings and your special qualifica- 
tions. 


Address inquiries to: 


Box 54-6B 
BUSINESS SCREEN 
7064 Sheridan Rd. Chicago 26 
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What a difference skill makes! 


Columbia’s slide film records are made with a skill that just Columbia works hand in hand with slide film producers 


can’t be matched. everywhere, offering the fastest and most complete service in 
Columbia’s skill—from initial planning to the final pressing the business. 

of the record—makes it a whale of a lot easier for you as a Call any member of Columbia’s new sales team for facts on 
slide film producer to sell your product. our new slide film ‘“‘package”’ rates. 


COLUMBIA TRANSCRIPTIONS 4 Division of Columbia Records Inc., originator of the modern long playing record 


NEW YORK—-799 Seventh Avenue, CI 5-7300 CHICAGO. -410 North Michigan Avenue HOLLYWOOD 8725 Alden Drive 
Gil McKean, Director. Al Shulman, Nat’l. Sales Mgr. WHitehal] 4-6000. Jerry Ellis, Manager C Restview 6-1034. Al Wheeler, Manager 
Colunntte oa. 1 { Pat. Off, Marea Rewietrade 
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AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION 
of AMERICA 


SHOINEERING PROOUTTS CAMDEN. HJ, 


tn Canede:; RCA VICTOR Company Limited, Montreal 


18 







™~ 


RCA 





Now ... for industry, business, and education .. . 
for indoor and outdoor events . . . here’s powerful, 
new equipment for BIG-SCREEN 16mm showings. 

RCA’s Two NEw Porto-Arc Projectors now 
offer you the ““Thread-Easy”’ film path and RCA 
sound ... AND the power of RCA’s new arc lamps. 

The 10-ampere lamp delivers 750 lumens of light 
... gives brilliant pictures on screens up to 12 feet 
wide . . . requires no venting . . . and runs a com- 
plete two-hour show without changeover. 

The 30-ampere lamp delivers 1600 lumens... 
projects theatre-quality pictures on screens up to 
18 feet wide. One set of carbons projects a full 
2000-foot reel. 

COMPLETELY NEW DESIGN of the new RCA 
Porto-Are Projectors has taken into account your 
demands for a truly portable are projector. The 
RCA Porto-Are is self-contained in five easy-to- 
handle cases—can be set up or prepared to travel 
in a few minutes. 

CHECK with your RCA Audio-Visual Dealer 
on the New RCA Porto-Are Projectors ... or 
MAIL CoupON Now. 


Audio-Visual Products, Dept. F25 
Radio Corporation of America, Camden, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal 


r 
| 

| 

| 

| 

| Please send me information on the new RCA 16mm 
| Porto-Are Projector. 

| 

| 

! 

| 

| 

| 
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Name Title 





Organization____ EE 


Address ___ —_ — 





City _ Zone. State 











Aetna Film on Canoe Safety 
Stars Olympic Champion Lysak 
* Steve Lysak, an Olympic cham- 
pion, performs instructively in Pad- 
dle a Safe Canoe, a new color film 
sponsored by Aetna Casualty and 
Surety Company. 

A stalwart of the United States’ 
winning two-man canoe team at the 
1948 Olympics, Lysak also is a vice 
commodore of the American Canoe 
Association which cooperated with 
Aetna in the production. 

Amateur canoeists from the Asso- 
ciation comprise the cast of a series 
of demonstrations headed by Lysak. 
Shown are: how to board a canoe, 
safest paddling position, various 
paddling strokes, how to beach and 
store the craft ashore. 

Slow motion defines the “shake 
out” technique of bailing a canoe 
capsized in deep water, retrieving 
the craft. 

Filmed at Lake Sebago, New 
York by Aetna’s motion picture bu- 
reau, Paddle a Safe Canoe is one 
of a series of 26 educational safety 
pictures distributed on free loan 
through the Company’s libraries in 
50 major cities. 

The films may be obtained from 
Aetna’s public education department 
at Hartford, Conn., or by contact- 
ing local representatives. 

* * 


” 


3rd Production Service Issue 
* The Editors of Bustvess SCREEN 
have announced the publication in 
August of the Annual Production 
Service Review, a special feature of 
this forthcoming edition. It will 
contain lab data, sound, music and 
other special sources. 





SCENARIO 
WRITER WANTED 


We need an experienced, pro- 
fessional scenario writer, with 
knowledge of industry, willing 
to live in Pittsburgh, Cleve- 
land or vicinity. 

We do NOT need a director- 
writer, producer-writer, speech 
writer, proposal writer or out- 
line writer, but a man who can 
set picture and sound down on 
paper in a way that will play. 

We are an old, well-estab 
lished, well-financed company, 
giving our customers the top 
quality of the industry, and we 
will pay top money to the 
right man. All our people 
know of this advertisement. 


Write Box 54-6A 


BUSINESS SCREEN 
7064 Sheridan Rd., Chicago 26 
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CHASE 


* 
‘selling” al 


COMMERCIALS 


When Sarra’s specialists produce your 

TV commercials, you may be sure they’ll 

be “selling” commercials, for Sarra’s video 
and audio experts are advertising men first. 
They offer an unsurpassed combination 

of creative imagination and technical 

skill, and... 


They always shoot to Sell! 





SARRA COMMERCIALS ARE NOW SELLING 
SCORES OF FAMOUS PRODUCTS LIKE THESE: 


Cats-Paw Heels —Cat-Tex Soles 
Salada Tea «+ Hoffman Beverages 
Rainbo, Fair-Maid and Colonial Breads 
Schick Electric Shavers + Sylvania TV 
Northern Tissue + Kraft Cheese 
Braun’s Town Talk Bread + Stopette 
BC Headache Tablets and Powders 
Pet Milk + La Choy Chinese Foods 
A&P + Evinrude Outboard Motors 
Herbert Tareyton Cigarettes 


nail Sarr—%- 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 








HOSTEs 


Grease ESS 























TELEVISION COMMERCIALS + PHOTOGRAPHIC ILLUSTRATION + MOTION PICTURES + SOUND SLIDE FILMS 
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The GRAND CANYON Story 








\ \ E ARE PROUD to have had the opportunity 


of producing this significant film for our client, 
General Petroleum Corporation and their able Film 


Counsellor, John J. Hennessy 


Since 1952, seven Cate and McGlone films have 
won a total of twelve national and international 
awards in such widely divergent fields as travel, 
transportation, traffic safety 


sports personnel re- 


cruitment and sales promotion. 


Even more important than the awards, however, 
are the expressions of satisfaction from clients who 
have found that a Cate and McGlone production is 
one of the best and most economical means of selling 


a product, a service, or an idea 


NOW SERVING: 


N. W. AYER & SON * GENERAL PETROLEUM CORPORATION 
INTERNATIONAL HARVESTER COMPANY « SOCONY-VACUUM 
OIL, COMPANY, IN¢ * STROMBERGER, LaVENE, McKENZII 
ROY ROGERS ENTERPRISES * UNION PACIFIC RAILROAD 


YOSEMITE PARK AND CURRY CO . UNITED AIR LINES 


CATE avd MSGLONE 


Films for Industry 


1521 CROSS ROADS OF THE WORLD 
HOLLYWOOD 28, CALIFORNIA 


COLOR ON TELEVISION 


4 Seeing the red, blue and green 
go-ahead signal for color tv glow 
strong in current weeks, a variety 
of sources were offering pertinent 
comment: 
* General Electric in “Steps to 
Color”: “Advertisers appreciate the 
value of color in merchandising. 
Their packaging, whether of soaps 
or automobiles, testifies to this. 
With widespread color television 
will come new advertisers whose 
products demand color in their ad- 
vertising — paints, floor coverings. 
fabrics. National and local adver- 
tisers will want slide and motion 
picture spots.” 
* Stan Parlan, NBC color film 
consultant: “Although each film 
presents its own specific problems, 
there are certain general sugges- 
tions which can be offered on the 
making of color films for television. 
Use flat lighting with plenty of fill 
light in the shadow areas. Avoid 
large dark areas in the scene. Use 
plenty of closeups and avoid sus- 
tained long shots. The color system 
is extremely effective on closeups. 

“Avoid the use of optic al effects 
as much as possible. Use comple- 
mentary colors in achieving color 
harmony and positive color separa- 
tion between foreground objects and 
their backgrounds. The color print 
for broadcast should have a rela- 
tively low maximum density to 
achieve what might be described as 
a rather ‘light’ or ‘thin’ print.” 
* ZIV TV, West Coast tv show 
packager: “Shooting in color adds 
roughly 30° to costs.” 
* Television Magazine: “Agencies 
have already discovered that their 
experimental color film commer- 
cials, when integrated on a live color 
show, can have a much different 
color balance than that of the pro- 
gram itself. The commercial-to- 
program variance will be far more 
noticeable in color than it ever was 
in black and white.” 

(To which we might add a 
quote:) An all-filmed show will 
solve that problem handily. 


. 


National Engine & Boat Mfrs. 
Release Two Recreational Films 
® The National Association of En 
gine and Boat Manufacturers has 
released the 4th and 5th of a series 
of films devoted to recreational 
boating. Titled Fishing U.S.A. and 
Water Ski Antics, the 13l, minute 
films are available in b/w for TV 
and in color for group showings. 
Fishing U.S.A. demonstrates the 
taking of lake trout, muskie, black 


bass, sailfish and salmon in five 


sequences photographed at different 
places around the U.S. Funny ani- 
mated passages form transitions be- 
tween each expedition. 

Water Ski Antics was shot in 
Florida’s Cypress Gardens and 
shows a family learning to water 
ski. 

Both the new films, and three 
previous releases (all produced by 
Victor Kayfetz Productions) are 
available from the National Asso- 
ciation of Engine and Boat Manu- 
facturers, 420 Lexington Avenue, 


New \ ork ] i. 


” * * 


Nation’s TV Growth Reflected 

in Network Membership, Audience 
* The current size and strength of 
television’s growing web is_ indi- 
cated in the following recent statis- 
tics: 

The 300th station, WKNY-TV, 
Kingston, N.Y. was connected to the 
Bell System’s nationwide network of 
tv facilities via local installation 
provided by the New York Tele- 
phone Company. The interconnec- 
tion brought the rollcall on network 
tv service to 191 cities. 

More than 54,000 channel miles 
of coaxial cable and radio relay 
facilities are being used to provide 
these cities with network television. 

There are now about 376 tv sta- 
tions on the air, located in some 250 
cities and broadcasting to an esti- 
mated audience of 109,000,000. 
Sixty more stations are expected to 
be added to network facilities this 


year. 


For |6mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


original 
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Joan Davis on the set of “I Married Joan,’ 
produced by P. J. Wolfson and appearing 
on NBC. Three Mitchell 35mm BNC cameras 
are used on this top TV show, which is in 
its 2nd year. Jim Backus plays the male lead 


Dennis Day, star of ‘The Dennis Day Show,’ 


a top-rated NBC program. Originally “live,” 
this series is in its second year, and is now 


produced on film by Denmac Productions 
using a Mitchell 35mm BNC camera 
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On the of “I Love Lucy,” starring Lucille Boll and Desi 

nation’s Number 1 TV show for 1951, 1952 and 

is @ pi of the technique of filming its program os o 

live show with audience. Desilu Productions uses three Mitchell 
35mm BNC cameras in filming “I Love Lucy.” 





TO FILM 
A SUCCESSFUL SHOW... 


It takes more than just a good script to insure the success 

of a top-rated network program. The on-stage performances of 
the stars and supporting cast must be outstanding, 

carefully timed, superbly directed. And the camera must 
perform flawlessly in its vital role of recreating the 

superior quality of the show for millions of TV viewers. 


Mitchell cameras— internationally famous— provide the 
matchless photographic performances so necessary to the 
successful making of the finest theater quality films. 
That is why, wherever top quality filming is the foremost 
consideration, Mitchell Cameras are to be found 
bringing success into focus. 


MITCHELL The only truly Professional Motion Picture Camera 


Mitchell Camera CORPORATION 





666 West Harvard Street © Glendale 4, Calif. © Cable Address: MITCAMCO 


of the professional motion pictures shown throughout the world are filmed with a Mitchell 
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‘and PROCESSED BY 


MOVIELAB 


FOR THE FINEST FILM PROCESSING IN 
THE EAST — FILM MEN WHO KNOW 
SAY “IT’S MOVIELAB” 


Here—at MOVIELAB efficiency and perfec 
tion are the rule. Producers, directors and tech 
nicians have at their fingertips the very best 
in up-to-the-minute equipment necessary to 
modern FILM PROCESSING techniques 


ROUND THE CLOCK SERVICES 
e Negative Developing - First Print Department 
46) » Ultra Violet & Flash Patch Track Printing 
‘a © 16mm & 35mm Release Printing 
OM « Quality Control + Title Department 
4 : + 22 Cutting & Editing Rooms. 


ze) mae)te) 


it's 


MOVIELAB FILM LABORATORIES, 


619 West 54th Street, New York 19, N. Y. 


INC. 


JUdson 6-0360 


Third Annual Production Services Review Next! 
The August, 1954 issue of Bust listings of film 


NESS SCREEN will feature th sound, musi art, 


laboratories, 
animation, 


highly-useful and authoritative script and other services 





SPONSORED FILMS 
CLEARED FOR VIDEO 





* A wide variety of sponsored films 
are being made available for sus- 
taining use on television. 

The following check-list is a sam- 
pling of film titles currently offered 
by business and industrial organiza- 
tions. 

Business SCREEN will continue to 
list such films in future issues. For 
your quick information, the list 
simply states: sponsor, address, 
shipping and booking conditions, 
title, length. 

These films are available without 
charge except for shipping or spe- 
cial distribution costs. Further de- 
tails regarding clearances, etc., may 
be obtained from the sponsor or dis- 
tributors noted below. 

ARMOUR AND COMPANY: 

Film Supervisor, Union Stock 
Yards, Chicago 9, Ill. Also avail- 
able from Modern Talking Picture 
Service, Association Films, Ine. 
Loan Condition: stations pay return 
charges and insure films. Booking: 
one month in advance. 
{BC's of Beef Cookery 
Better Bacon—12 min. 
Can You Carve 
The Clean Look 


Easy as Pie 


13 min. 


14 min. 

30 min. 

15 min. 

Festival of Cheese Recipes—20 min. 

The Gentle Art of Meat Cookery 
28 min. 

Let's Talk Turkey 22 min. 

Margarine Makes Good—22 min. 

Pantry Meal Magic—27 min. 

Spring Chicken Year Round — 12 
min. 


GENERAL Morors CorpPorRATION: 

Dept. of Public Relations Film 
General Motors Bldg.. De- 
troit 2, Michigan. Loan Condition: 


sec -% 


user pays transportation to and 
from Detroit and insurance. Book- 
ing: as far in advance as possible. 
{BC’s Of Hand Tools 


{n American Miracle 


33 min. 

18 min. 
Caught Napping—10 min. 

Diesel, The Modern Power—21 min. 
Doctor In Industry—60 min. 

The Easier Way 


E vperiument 


13 min. 

12 min. 

Frozen Freshness—30 min. 

How To Get The Most Out Of Your 
Refrigerator—30 min. 

Van On Horseback—10 min. 

Micro Instrument Ball Bearings, 
Their Care And Handling — 22 
min. 

On To Jupiter—20 min. 

On Two Wheels—\A4 min. 

Quality In The Making 

Safety Patrol—10 min. 


23 min. 


Strange Interview 
To New Horizons 


Where Mileage Begin. 


Union Paciric RArroap: 

Motion Picture Bureau, Union Pa- 
cific Bldg.. Omaha 2, Nebraska. 
Booking: 2 to 3 weeks advance 
notice. 

ABC of Ski—\4 min. 
Championship Skiing—14 min. 


Sun Valley Snowtime—13 min. 


OLIveR Corp. : 

Merchandising Mgr., 400 W. Madi- 
son St., Chicago, Ill. Also available 
from regional branch offices. 

Acres Of Power—28 min. 
Veighbors Of The Land—28 min. 


SoutH Benp Bair Company: 

Film Dept., 1108 High St., South 

Bend, Indiana. 4 to 6 

weeks in advance. 

Action, Power And Strength 45 
min. 

Big Tarpon On Bass Tackle — 30 
min, 


Booking: 


Canoeing For Trout—\2 min. 
Fish Story—30 min. 

Bebell & Bebell Color Labs in 
Larger New York Quarters 

* Besect & Besett Coror Las- 
ORATORIES have moved from 2531] 
Church Avenue, Brooklyn, N.Y. to 
improved and larger quarters at 108 
West 24th Street. New York City. 





FOR SALE 
(19) ILLUSTRAVOX (JUN- 
IORS) MANUALLY OPER- 
ATED —SOUND SLIDE 
EXCELLENT CONDITION 
RECENTLY INSPECTED. 
CAN BE BOUGHT INDIVID- 
UALLY @ $55.00 EACH. 
SUBSTANTIAL DISCOUNT 
FOR PURCHASE OF EN. 
TIRE LOT, CONTACT: 
The Mengel Company 
Furniture Division 
4th & Colorado Streets 
Louisville 1, Kentucky 
Attn: Rob’t G. O’Brien 





Printers of Distinetive Hot-oress 
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JOSHUA USED A TRUMPET 


\ 


no single instrument can crumble the walls 





men build around their inner selves... 
move them to new attitudes... 


AZ ALL AL LALA AP 


¢ 


The films we produce for our clients create deeper, more lasting 
results because they are part of coordinated 

communications programs. Conference training courses, 
case-history recordings, booklets, role playing ... these are 

some of the many integrated keys we develop with our films 


. to unlock the heart and mind. 





ime HENRY STRAUSS & CO., INC. 


OF IDEAS 668 FIFTH AVENUE +» NEW YORK 19 « NEW YORK 


PLAZA 11-3290 
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Over sound drum 





Through film gate 


On to single sprocket 


The new Victor is efficient 
and beautiful. It’s fashioned in 


forest green plastic fabri 


trimmed with satin chrome. EASIEST TO 
OPERATE 


(With finger-tip control 
panel, softly illuminated} 


Start motor 


Turn on lamp 


Adjust sound 


Here’s the newest in l6mm sound 


projector engineering EASIEST ON 


WVHW wermatic on WH COMPENSATING YOUR FILMS 


SYSTEM — Reservoir for con FILM SHOES OF STAINLESS — 
trolled lubrication STEEL — Automatically adjust to 3 SPOT 


varying film thicknesses and SAFETY 
WHEW ain-convition. *?''*** 
ED LAMP ENCLOSURE— 20%, _g-pgg sappwine.TiPPED FILM TRIPS 


cooler for longer lamp life PAWLS an taieliatia, dion 
Sinner bility At sprocket 
CHW wi-tite opticaL ew P 

SYSTEM — 56% more light on 4 ? AIR-CONDITION.- 

sereen eit Wah 0 Shatler. ED FILM GATE — 17%, cooler At upper loop 


for longer film life 


At lower loop 


WHEW FLAT FIELD LENS 
— For outstanding sharp-to-the- 
corner picture clarity. 


Send for free folder today. 


ANOTHER OF A SERIES OF GREAT PROJECTS FROM VICTOR 


VICTOR ANIMATOCRAPH CORPORATIONV 


DEPT. L-6, DAVENPORT, IOWA, U.S.A. 
Branch Offices in New York and Chicago 
QUALITY MOTION PICTURF EQUIPMENT SINCE 1910 


| All-Electronic Orchestra Plays 


Stereo Music at Chicago Show 

* Trumpet—sax—clarinet cued in 
from simulated separate places when 
the All-Electronic Orchestra. a ster- 
eophonic experiment, played for 
visitors to the Electroni Parts 
show in Chicago recently. 


Reprodus tion of sound-in-per- 
spective, the latest approach to 
audio “presence,” was achieved by 
use of the “Se ord, a professional 
tape recorder manufactured by 
Pentron Corporation, and Univer- 
sity Loudspeaker Systems. 


To effect the presence of an actual 
orchestra, by separating each musi- 
cal instrument and physically plac- 
ing each sound source in proper 
position, six separate channels of 
high fidelity recording were made 
on 14-inch magnetic tape. 

Recording was done under the 
direction of Bill Putnam, president 
of Universal Recording Company. 
Two mambo numbers, a slow blues, 
and a fast paced instrumental were 
chosen. Arranging and conducting 
was directed by David Carroll, 
musical director of Mercury Rec- 


ords, 


The recording was made with 
High Output Magnetic Tape, at a 
tape speed of 15-inches per second, 
making possible a frequency re- 
sponse of 50 to 15000 cycles per 
second. Exact recording was a chal- 
lenge because six separate recording 
heads were used. In addition, six 
Pentron Tape Preamplifiers and six 
power amplifiers were used. 

When the All-Electronic Orches- 
tra was presented at the Electronics 
Show in the Hilton Hotel, each of 
the six University Loudspeakers re- 
produced a separate musical instru- 
ment. 


Pentron plans to present the All- 
Electronic Orchestra in other cities. 





Partner Wanted 
Producer, Director and Cam- 
eraman, residing in New York 
Citv, with the best possible 
experience in commercial mo- 
tion pictures. Just finished 
projects for some of the larg- 
est companies in the United 
States. Would like to get in 
touch with salesman and ex- 
ecutive with commercial con 
tacts with a view to forming 
a partnership to produce com- 
mercial films. Partner able to 
contribute capital preferred 
but not absolutely essential. 


Write to Box 441 


BUSINESS SCREEN MAGAZINE 
489 Fifth Ave. * New York 17, N.Y. 
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RKO PATHE 
PUTS MORE 


























: INTO 
| BUSINESS 
FILMS.... 








Know How! RKO PATHE knows, from 


script to screen, what it takes 
to sell an industry, an organiza- 
tion, a product or an idea through 
motion pictures. .. . 


RKO PATHE’s professional picture-makers have been doing 
it for 31 years—with a degree of success that has drawn 
letters of commendation from sources like The Lionel Corp., 
Weirton Steel Co., Pennsylvania Railroad... U.S. Dept. 
of Justice... U.S. Military Academy .. . Madison Square 
Garden ... Pinkerton Natl. Detective Agency and count- 
less others. 


RKO PATHE lends the rare touch of sound sense and good 
showmanship to every project it undertakes—from a single 
8-second TV spot to a full-length feature in color. 


RKO ATHE RKO PATHE invites your inquiry for information as to the 
7 INC. bonus values to be gained only from an organization 


“The Professional Company ”’ equipped with the experience and physical facilities it takes 
625 Madison Ave., New York 22, N.Y. to put more entertainment qualities—more “theatre’’ 
Phone: Plaza 9-3600 into business films. 
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Does Your School 
have Enough 





VU-LYTES? 


MODERN EDUCATORS have shown that the VU-LYTE 
Opaque Projector is as important in today’s class- 
rooms as chalk and blackboard were in past genera- 
tions, Only the VU-LYTE can INSTANTLY communicate 
ideas and facts. It's no wonder that every Teacher 
wants a VU-LYTE for personal classroom use. 


THE VU-LYTE fixes student concentration, impresses the 
mind, helps retain knowledge. With the VU-LYTE, no 
slides or preparation is necessary. Simply insert the 
original copy, flick the switch. 

HERE ARE just 3 exclusive, VU-LYTE features: Pointex*, 
the built-in Arrow Pointer; Vacumatic Platen**, removes 
warm air, holds copy flat; Feed-O-Matic**, feeds copy 
continuously, eliminates light flash. Many other ad- 
vanced features make the VU-LYTE one of the most 
efficient, effective teaching tools known. 


FREE DEMONSTRATION 


See how the VU-LYTE gives full expression to your 
Teaching potential. Write for a Free Demonstration, to 
be given at your convenience, No cost or obligation, 
of course. 


*U.S. Pat. 2,555,402 other pat. pend **Pat. Pend. 











EDUCATIONAL DIVISION, DEPT. B-6 


CHARLES Bestel COMPANY 


ov 8 


60 BADGER AVENUE - NEWARK 8B, NEW JERSEY 





“Basic Aircraft Riveting” Film 

by Boeing to Train Beginners 

* Between the dream cloud de- 
signer and the transcontinental pilot 
stands the sweating riveter. With- 
out the good riveter modern man 
would not fly so high, far and so 
safe for, thanks to the riveter, the 
airplane stays together. 

The Boeing Airplane Company, 
which had sponsored earlier films, 
recently completed its own preduc- 
tion of a film to train new em- 
ployees to be riveters or riveters’ 
assistants—*“buckers.” 

The 28 minute film, Basie Air- 
craft Riveting, was produced as a 
low budget, single location effort. 

The script was written in the 
manufacturing training department. 
Shooting and editing were done by 
the engineering photo unit. Direc- 
tion of the live action was handled 
jointly by these departments. Riv- 
eters portrayed riveters. 

The film instructs the student 
that is “new here” by rapid ham- 
mering basic directions needed for 
eflicient riveting. 

Boeing will sell a print outright 
for $230. The film may be bor- 
rowed for previewing by contacting 
Mrs. Mary Harren, Dept. 404, El- 
B10, Boeing Airplane Company, 
Seattle 14, Washington. 


Latest Jets Star in BIS Film 

Record of Farnsborough Air Show 
* Great Britain, jet age blue-blaz- 
er, celebrates aviation annually with 
the Farnsborough Air Show, attend- 
ed by enthusiasts from 90 countries. 

This Jet Age, a 1314-minute Brit- 
ish Information Services film, is 
bringing the show to thousands of 
fans unable to attend the original. 

Among the stars of jet age 
achievement are the Vickers Vis- 
count, the world’s first turboprop 
airliner: the huge freighter, Black- 
burn Beverley, which carries over 
20 tons of freight and can operate 
from small airfields with grass run- 
ways. 

Also zooming across the screen 
are the Princess flying - boat; the 
“Olympus” Canberra, which holds 
the world’s height record (63,668 
feet) ; the D.H. 110, now under de- 
velopment for the Royal Navy, and 
the Short Sea-Mew, a turboprop, 
anti-submarine aircraft which can 
take off from small escort carriers. 

A topflight thrill for birdman 
watchers, This Jet Age is offered 
for general audiences of all ages. 
A 16mm L'% reeler, the film rents 
for $2.50. The sale price is $45.00. 
The main BIS office is at 30 Rocke- 
feller Plaza, New York 20. 


BUYERS READ BUSINESS SCREEN 
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THE NATIONAL 


CASH REGISTER 
COMPANY 


“THE MAGIC WHEEL”, produced for the National Cash Register Co., is another 
in the long list of major films made by Jerry Fairbanks Productions for many of the 
world’s most important concerns. Filmed in Technicolor at our Hollywood studios and 
at NCR’s Dayton factory with complete Fairbanks facilities and personnel, ‘‘THE 
MAGIC WHEEL” is a potent internationa! salesman for National Cash Register in its 
English, Spanish, French, and German versions. The studio that has its own patented 
MultiCam System of simultaneous photography and sound recording; its own private 
camera plane, sound and film libraries, experienced writers, animators and technical 
crews, can make your cash register ring, too! 


OF CALIFORNIA 


6052 SUNSET BOULEVARD °* TEL. HO.itrwooo 2-1101 
HOLLYWOOD 28, CALIFORNIA 


S20 NO. MICHIGAN AVE. + TEL. WHirenar. 4-0196 
CHICAGO, ILLINOIS 
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Camera Eye 


AR 


¥% The painter, the author and mu 
sician receive their due when their 
creative efforts are directly attrib 
uted to signed works but real genius 
in factual and sponsored film pro 
duction is often obscured by the 
vagaries of fate (and sometimes by 
the sponsor’s own public relations 
interests). 

It is hard to conceive the equal 
of an Out of the North, sans the 
creative camera work of Madison; 
or the sweep ol Van With a Thous 
and Hands without the imgainative 
“Cap” Palmer and the capable Mac 
The 


Seript by Oeveste Granducci” has 


Dougal. familiar phrase 


come to be a hallmark of quality 
in sponsored films (yet we ours lves 
often miss it as the credit titles roll 
swiftly by into the opening s 
quence), 

In such a reflective mood, we find 
ourselves guilty of oversight in th 


first de gree on last month’s review 


DISTINGUISHED 
MOTION PICTURES 
FOR INDUSTRY 
AND TELEVISION 


of the topflight new production of 
the National Tuberculosis 
tion, Within Man's Power. 


The hitherto unnamed (by us) 


Assoc ia- 


director-producer of this unusual 


NTA 


~ith anniversary film of the 


Nick Webster 


Wu Nicholas Webster. one of the 
directors of Cinerama and recently 
returned from a round-the-world. as- 
signment which included a year of 
film-making in Burma for 
deRochemont His film. 


won first prize in the documentary 


Louis 


Seizure, 


723 SEVENTH AVENUE 


class at the 1951 Venice Film Fes- 
tival. 

In the 17 ve ars since We bster left 
Hollywood to work in documentary 
films, he has worked in 47 states 
and in 18 foreign lands. Five other 
pictures have been accepted by the 
Edinburgh and Venice festivals. 

Since returning from the Orient, 
he has directed a sequence of the 
New 


traveled to Havana to film President 


new Cinerama in England, 
Batista and has just returned from 
Hollywood where he supervised the 
final touches on Within Man’s Pow- 
er. But more than just an adven- 
turous individual Webster sees his 
role in this medium and the scope 
of his efforts as further proof of 
the widening sphere of film-making 
in the whole non-theatrical field. 
»* 

President of Paramount Pictures 
Gives View on Color Television 

*® A remarkable and very 


nating statement on the development 


illumi- 


of color television was given the 
shareholders of Paramount Pictures 
Corporation by their president, Bar- 
ney Balaban, on June 1. Mr. Bala 


ban’s views are worth quoting: 


“The notion that color television 
pictures are limited to 121% inch or 
15-inch picture tubes is completely 
15-inch 
color tube is as obsolete as the 10- 
inch picture in black and white. 21- 
inch and 24-inch Chromatrons are 


erroneous. The 1214 and 


now sufficientiy developed to provide 
the popular-sized larger pictures, to 
which the public is accustomed, in 
high quality color. 

“The being 
quoted for color TV receivers have 


prices presently 
no relationship to the mass product 
in prospect for the very near future. 
We believe that before the next year 
is over 2]-inch sets will be selling 
for around $500. 

“Let one enterprising manufac- 
turer offer the public a 21-inch or 
21-inch color receiver at a cost sub- 
stantially below present quotations 

and the TV set market will ex- 
plode. Competition will force every 
other TV set manufacturer to hop 
on the color ‘band wagon’ as soon 
as one manufacturer comes forward 
with a product that is good enough 
and cheap enough for the public to 
buy in quantity. That day will be 


soon,” he concluded. ip 
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What in the (motion picture) world does 
Modern Talking Picture Service do??? 


The answer is so easy that we find that many people do 
not understand it fully. 


MODERN has become the recognized leader in the broad pro- 
motion and general 16mm distribution of the sponsored film. It’s 
no wonder that many people think only of that when they think 
of MopERN. The only thing that is exclusive about us is that 


we are exclusively devoted to sponsored film-free-distribution. 


MODERN distributes sponsored films... that’s the answer, 
plain and simple! 


We mean that we handle every kind of sponsored film distribu- 
tion—-general 16mm, theatrical, roadshow, television. We also 
provide a regional library plan of distribution under which the 
sponsor does the promotion and we do the physical handling. 


You name it, we do it! 


No matter what your film distribution objective is, MODERN can help 
you. You can call on our experience—over twenty years—to give you 


the right answer for you. 


Call or write any of the offices listed below for advice or help . 


there will be no obligation. 


M O DERN 3 NEW YORK: 45 Rockefeller Plaza ° JUdson 6-3830 
TA LKIl NG PHILADELPHIA: 243 South Broad Street ¢ Kingsley 5-2500 
g CHICAGO: 1/40 East Ontario Street © DElaware 7-3252 

a On © RE LOS ANGELES: 612 South Flower Street © MAdison 9-2121 


SERVICE 
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send ,.,\| Audio Productions, Inc. 


for 


MAE TP, FILM CENTER BUILDING - 630 NINTH AVENUE - NEW YORK 36, N. Y. 
; d TELEPHONE Plaza 7-0760 


3, yang 
Frank K. Speidell, President * Herman Roessle, Vice President * P. J. Mooney, Secretary * L. W. Fox, Treasurer 


Producer-Directors: L. S. Bennetts Lovis A. Hanousek H. E. Mandell 


Alexander Gansell Harold R. Lipman Earl Peirce 












The Chamber of Commerce of the United States 





believes 


“ITS EVERYBODY'S BUSINESS" 


National Business Organization Sponsors a Motion Picture Program to Interpret 


Benefits and Development of the American Business System Through Local Groups 


_ THE Past YEAR, an- 
other powerful U.S. organi- 
zation has turned to the motion 
picture medium to help its mem- 
bers accomplish a nationwide edu- 
cational task. 

Throughout the U.S. in coming 
local 
industrial plant executives, heads 
of retail and 
leaders who comprise 
over 6.000 
chambers of commerce and similar 


months, business leaders, 


and trade concerns 
community 


the memberships of 


regional business groups will join 
with the Chamber of Commerce of 
the United States in presenting the 
Technicolor sound motion picture 
It's Everybody's Business. 

They will also look with direct 
concern to another Chamber-spon- 
sored film Action Needed, which is 
destined to spur the membership 
drives of both national and local 
groups. 

Finally, they will loan and rent 
some of the twenty or more 16mm 
sound motion pictures selected by 
the U.S. Chamber’s Visual Educa- 
tion Department as part of its pro- 
gram “Films to Explain American 
Business” (Business SCREEN, No. 7, 
Volume 14, 1953). 

Key picture in this visual in- 
formation campaign is It’s Every- 
body’s Business. This John Suther- 
land Production provides a 22- 
minute color animation exposition 
that makes clearly understandable 
and highly palatable, the growth 
and development of the American 
business system. As Harry A. Bullis, 
chairman of the board of General 
Mills tells a story that 
needs telling . with consumate 
wit, unusual ingenuity and good 


says, “it 


humor.” 

Aimed at all age groups and oc- 
cupations, the film illustrates how 
the freedoms guaranteed by the 
Constitution have enabled Ameri- 
Below: a legislative scene in the mo- 
tion picture "Action Needed. 


can business and labor to outpro- 
duce the world. It helps to correct 
about 
profits 
create 


general misunderstandings 
business by explaining how 
and individual investments 
jobs; how competition keeps values 
high and prices low; how adver- 
tising benefits everyone, and how 
should function in a 
to the best 


government 
free economy interests 
of all. 

Everybody's Business should get 
cooperation from all who are in- 
tended to benefit, including its audi- 
ences and those who distribute it. 
Showings will be arranged from 
prints rented by chambers of com. 
merce, trade and in- 
dividual business firms. Suitable for 
junior high 
classes in the fall, it will also in- 
PTA’s, labor farm 
employee groups, fraternal 
organizations, women’s clubs, serv- 


associations 


and senior school 


terest unions, 
and 


ice clubs, civic organizations and 
religious groups. 

Prints may be rented at $15 for 
a full 30-day period or less from 
the Education Department, Cham- 
ber of Commerce of the U.S., Wash- 
ington 6, D. C. They are also avail- 
able from any of six division 
offices of the Chamber at New York 
City, Atlanta, Chicago, Minneapolis, 
Dallas, and San Francisco. Prints 
may also be purchased outright for 
$130 and and trade 


many firms 


groups will acquire them for local 
sponsorship and loan. 

It’s Everybody's 
produced for the National Chamber 
in cooperation with the FE. I. du 
Pont de Nemours & Co., Inc. The 


Business was 





Clement D. Johnston of Roanoke, 
Va., business man and president of 


the Chamber of Commerce of the 
United States. 


film was written and produced by 
John Sutherland. 

Typical of comments made by 
preview guests was this statement 
by Marvin Hurley, executive vice- 
president of the Houston Chamber 
of Commerce: 

“One of the major responsibilities 
chamber of commerce is to 
favorable 
business 


of a 
climate in 
operate, It’s 


develop a 


which can 


A Business Screen Preface to This Program 


W rn ALMOST HALF THE PEOPLE in the world 


today living in Iron Curtain countries, their rights and free- 


doms shackled by dictatorial governments with no respect 


for human dignity, it’s important and appropriate that our 


primary concern in the United States today should be the 


preservation of our precious freedoms. 


The Chamber of Commerce of the United States has always 


placed paramount importance on the retention of our tradi- 


tional individual and economic freedoms in a fully competi- 


tive system. These 


freedoms 


have enabled us to achieve 


greater spiritual and material advances than man has ever 


before experienced in all the centuries of his life upon earth. 


Recognizing the proven effectiveness of motion pictures as 


a medium of communication, we are proud to be able to 


offer to the American people a moving dramatization of our 


freedoms in the film, It’s Everybody's Business. 


Clement D. Johnston, President 


Chamber of Commerce of the United States 


ki ery body s 


tool I’ve seen to do this job.” 


Business is the best 


And George A Cooper, secretary 
Valve Manufac 


expresses the 


treasurer of the 
turers’ Association 
trade groups viewpoint this way: 
“It should be shown by trade as- 
sociations all over the country 
conventions 


a ‘natural’ for annual 


dramatizes the vital role of 


competition coe tO place of govern 
ment in a free economy.” 

this 
organization motion 
picture produced by Raphael G. 
Wolff Studios. This l6mm sound 
and film, Needed 


shows clearly and dramatically how 


Rounding out program is 


the internal 


color Action 
the work of the national chamber 
aids business and the people. Watch- 
dog on legislation, source of infor. 
mation and statistics, advisor on 
trade group procedures and prac- 
tices . . . these are typical services. 

To keep plant showings and local 
community screehings on a con- 
tinuous, active basis, the Education 
Department and its Visual Educa- 
tion Department at headquarters 
has developed a series of discussion 
guides for a recommended list of 
free loan and rental films already 
field. These include such 
titles as Big Idea, Inflation, The 


Legend of Dan and Gus, ete. 


This information is provided on 
a subscription basis, conveniently 
bound in a looseleaf manual and 
priced at only $2.50 for the package. 

Altogether this top-flight Ameri- 
can business organization has made 
a formidable entry into the 


field. 
all elements of the l6mm industry 


film 
Through the cooperation of 


and business in general, this pro- 
gram to bring about better under- 
standing of the American business 


system appears destined for success. 


Benefits of our busines ystem are 
“It's f very be ay Ss Busines - 


snown in 














The U.S. Chamber of Commerce Presents: “It’s Everybody's Business” 





It wasn't so long ago in the history of man’s voyag: 
toward a better world that ships were carrying cager 
passengers toward the shores of a new nation that 
was just in the building 


Even young Jonathan, an unskilled lad from across 
the sea, hoped to find a job where he could progress 


Our forefathers were constructing the foundation of The way of life our forefathers established on this 

this nation by interlocking, inseparably, the blocks foundation of freedoms . . . drew people from the far 

of our political and economic freedom corners of the earth .. . for the opportunity to build 
a better life 


Jonathan's ecarnings increased, it was about time for 
another raise but sales and profit figures said 
according to his ability and enterprise NO!” Jonathan figured he could run a business bet 


ter than that, so he determined to open his own shop 


But starting a new business took moncy. Fortunately 
he was thrifty enough to keep a little nest egg .. . 
Well, the cost of the building took care of the nest ege 


Jonathan had big dreams of the wonderful rewards of But before he could buy what he wanted, his em- Io meet competition, Jonathan had to plow part of 
being in business for himecl ployee’s wages had to be paid he had to pay taxes his profits back into the business. If the customers ap- 
and his friends (who helped financed the business proved the quality, style and price of his new designs, 

had to be paid a return on their investment he might make his dreams come true 


With the passing years, the strong foundation of fre« People from all walks of life . . . workers, farmers, Anyone who has an insurance policy, a bank deposit 
doms protected the dignity of the individual and his housewives all of us . . . send our dollars to work or a share of stock is helping to finance our business 
family . . . promised anyone with ability and enterpris« in our business system . in the hope of earning system. 

the opportunity to participate in building dividends or interest on our investment, 












A Business Screen Pictorial Preview 


S ENLEIVTED 





The goods which our savings he Ip to produce 


A constant stream of savings dollars must flow into 
big and small business each year 


are distributed to Main Streets all over the coun 

















{ 
| 
{ 
) 
| ~ 
While the Main Street of today doesn’t look much like It was only a little more than half a century ago that \ half century later, we had invested enough in our 
Jonathan's time, the principles of our business system the average worker had only inefficient tools to help business system to provide the average worker’ with 
remain the same for businessmen still compete him turn out a product efficient tools, enabling him to earn twice as much in 
with one another for the consumers’ dollars .. . a 40 hour week as the 1900 worker earned in 60 
{ re, ex y - 
PERMAFREEZE | — 4 Hy 
homey SMES 
HOSPITALS | 
POLICE 
akg ll 
\ speeamt 
z r 
This shorter work week gives us all more leisure time : Our taxes must be sufficient to pay for city streets 
Our business system has continued to provide a bette: I ’ 
to enjoy a standard of living beyond the life for our increasing population health, fire and police protection state taxes help 
wildest dreams of anyone who lived a half century pay for highways, educational institutions federal 
! ago taxes pay for many other services 





But with our present tax load, we should avoid pres- As long as we keep the foundation of our business ... @ way of life which gave everyone the chance to 
suring the government for any new services that aren’t system strong, we shall be able to maintain and im- progress according to his ability and enterprise. Our 
absolutely necessary prove the way of life our forefathers conceived and young people of today deserve the same opportunity 


established .. . to earn success and accomplishment 


Grocer welcomes salesman as new 


ture present Tact nm? j sl¢ 


Young Kendall Granberry ; 
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Keys to a 15 Billion Dollar Market 


Johnson Publishing Company Picture Tells ‘Secret of Selling the Negro” 


N Estimatep Market of 15 billion dol 
lars is waiting 

This is the news of The Secret of Selling 
the Negro, a new color motion picture spon 
sored by the Johnson Publishing ¢ ompany, Chi 
cago publishers of Esony, Jet, TAN and Hur 
magazines, to increase their advertising sales and 
the measure of living of the people who read 


the advertisements 


Third of Market 


The Johnson Publishing Company entered the 
Negro market in 1942 with Necro Dicest which 


Magazines Reach 


was replaced in 1951 by Jet, a pictorial in 


pocket format. Its quick success lead to sister 
public ations: EBONY, in standard format in 1945 
TAN in 1949 and Hue in 1953 

This family, aiming at various age and interest 
segments, currently reach, in combination, one 
third of the total Negro reader population. Jet 
jumped from a first year 200,000 circulation to a 
current 425,000, EBony alone, with a two and 


CBS newscaster Robert Trout (seated 


are principals in this market tilm, showr 


one half million audience reaches one out of five 
Negro market 


lhe formula for this growth was to “ 


in the 
show the 
The publishers decided the Negro 
press, like its readers, had been too much on the 


brighter side.” 
defensive. Johnson publications in style and 
focus are up to the newsstand minute. 

While not omitting hard news, they star fea- 
tures showing the active genius and talent which 
characterize the new Negro. By staying off the 
soap box, the magazines were able to attract 
large, conservative companies as advertisers. 

In one aspect, this bright journalism used a 
psychology of reader morale. In development it 
spelled a new psychology in race relations. Not 
only could the reader appreciate what his po- 
tential really was, but by extension of the evi- 
dence — so also could the people who had not 
known him. 


Previous Slidefilm for Ad Promotion 


In 1949, the 


experimented with a slidefilm., 


Johnson Publishing Company 
“Gold in Your 


publisher {seated rignt 
Ch ago studios. 


Bac i 


salesmen. 


Yard, which was used to aid advertising 
It dealt with the new Negro market 
theme. Its effect sold Editor and Publisher John 
H. Johnson on films. 

With the vigor that brightens the magazines, 
the company launched a $22,000 production at 
Sarra. Inc. Produced under the 
supervision of Sarra’s Joseph G. Betzer and 
Harry W. Lange. the film was directed by Wayne 
\. Langston with artwork by George DeDecker. 
A probing 20-minute script was prepared by 
Helen A. Krupka. 

The Secret of Selling the Negro is calculated 
to solve itself as the film unwinds before top 
sales management and their staffs throughout 
business and industry. Its first purpose is to 


in Chicago. 


introduce them to the people and purchase power 
that compose the new Negro market. 

The Secret The intro- 
duction is accomplished by U.S. Secretary of 
Weeks. CBS 


Robert Trout, and a good sized contingent of 


is not whispered. 


Commerce Sinclair Newscaster 


the U.S. population. From Trout’s first news- 


Today's prosperous Negro market 
this happy birthday party 


Johnson motion r icture. 


scene 


flash narration, hot from a teletype. to the 
myriad market place, the film is fast, fact-filled 
documentation. 


Mr. Weeks faces 


tells them how the buying power of this new 


sales-alert executives and 


market is strengthened by an increased earning 
ability and a new prosperity, a power that “can- 
not help but have a tremendous effect on our 
national economy and on business in general.” 


Broad Overview of These Consumers 


The camera ranges across the life of hundreds 
of Negroes, professional people, office workers, 
students, housewives, people of all ages and 
interests. It shows how the new Negro family 


lives, how it makes its living, how and why it 


-| 


Pe 


X j underscore the market's habits, motivations. The 


buys its goods and services. Sales psychologists 


film. like its 


bright positive and plays it cool with name pro- 


magazine relatives, pushes the 
ad 


motion. In the words of the company s adver- 


Jefferies. it works for 
“race relations by accident.” 


tising manager. L. W. 
i 5 


The company’s ad salesmen will carry this 
film into their prospec t’s office. It’s showing will 
be followed by a question and answer period to 
resolve the introduction. A companion booklet 
will enlarge on techniques of market presentation. 
offering do’s and don'ts on selling to the Negro. 
After the film has made the executive circuit, it 
will be used for wider sales audiences. ym 
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The GRAND CANYON Story 





...@ Timeless Saga of Earth’s History 


IS BROUGHT TO THE SCREEN IN A NEW 28-MINUTE COLOR MOTION PICTURE 


Motion PicTuRE without a star. without 


A 


bers of the Socony-Vacuum family. The 28- 


a cast, without a single living being has 


just been produced for the various mem- 


minute sound-color film, /n the Beginning is the 
most recent public relations picture to be placed 
in the film libraries for consumer distribution. 
Outgrowth of discussions between National Park 
Service, Socony-Vacuum, and General Petroleum 
officials at the Grand Canyon during the 1950 
and 1951 Mobilgas Economy Runs, the film was 
finally taken on by General Petroleum Corpora- 
1952. 


The original story idea proposed by Dr. Har- 


tion in early 


old C. Bryant, Superintendent of Grand Canyon 
National Park, and Louis Schellbach, Park Nat- 
uralist, was simply for a short film to reproduce 
in motion pictures the popular daily lectures on 
the Canyon called the “Yavapai Story,” given 
by Schellbach or one of the other Ranger Nat- 
From this jutting 
promontory of the South Rim of the Canyon, 


uralists at Yavapai Point. 


the various rock strata and other significant 
points of interest were pointed out and their 


background history told. 


A Re-Creation of Prehistoric Eras 
Public 


Curtis, and John 


General Petroleum’s Relations Direc- 


tor, W. B. 


supervises the Company's film production, de- 


Be Hennessy » W ho 


cided to go considerably beyond the Yavapai 
Story. They developed a story theme based on 
an attempt to re-create the cosmic importance 
of the facts 


theme that would be as challenging to man’s im- 


revealed in the Canyon’s walls, a 
agination and intellect as were the beauty and 
magnificence displayed there so lavishly. 

For in this open Book of the Ages was written 
the the 


a story originally conceived .. . 


the history of formation of Earth’s 


crust “in the 
in the Rock of the Ages 


in the tides of the oceans 


of the 


fire of the volcano 
in the endless flow 


rivers—and the whirling spaces of the 


NUMBER 
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Universe——-when Man was still some three billion 


years away-—in that long-ago beginning.” 

lo take that beginning, re-create it as though 
there had been cameras turning then by using 
color photography of comparable scenes eXist- 
ing today, and thus to present the significant 
the Earth’s history just as they 


Eras of must 


Ages 


have occurred and looked through the 


that became the project! 


Challenges Scope of Visual Medium 


It was a challenge which was to call for pho- 
tography seldom seen in a sponsored film, or 
in any other kind of motion picture. Volcanos 
the billion 


vast and lonely plains with no sign of life 


to represent world of three 
ago; 


of any sort, bush nor tree nor bird: glaciers 


years 


whose gigantic movements would make the Ice 
Ages live again in film: and throughout some 
kind of spectacular camera wizardry that would 
convey a continuous concept of the endless and 
seemingly infinite passage of time that has no 
parallel in our normal daily sensibilities. 

With this basic 
necessary who could transform into almost Bib- 
lical the 
prosaic geology and cosmic happening that would 
run Charles L. Ted- 
ford, a Warner veteran of many years writing 
And 
the producing firm of Cate and MceGlone. al- 


ready working on the Mobilgas Economy Run 


theme in mind a writer was 


overtones combination of somewhat 


interleaved throughout. 


shorts and documentaries. was selected. 


picture, caught the spark of enthusiasm that 
seemed to be inherent in the subject and were 


chosen as the produc ers. 


Careful Research to Document Facts 
research 
at the Canyon: others held in 


Edwin D. McKee. head of 


partment of Geology of the University of 


Curtis conducted several meetings 


were Flagstaff 
the De- 


Ari 


with then 


{ CONTINUED ON THE FOLLOWING PAGE } 


The Sponsor Expresses 
an Enlightened Viewpoint 


A THE start we had a number of what 
we thought were sound business reasons 

for the production of a picture about the 
geological history of the Grand Canyon area. 

Our company, because of running the 
Mobilgas Economy Run to the Grand Canyon 
for two years, has a natural interest 
in the Grand Canyon. 

The Grand Canyon and the Santa Fe 
Railway are closely associated in the public 
mind, Our company has supplied 
practically all of the fuels used on the 
1912. 


So we thought that the picture might 


Coast Lines of the Santa Fe since 


encourage more interest in and travel to 
the Grand Canyon, which would be 

good for our business and also for the 
business of a valued customer of ours. 

We had the idea that if we could work 
into the picture some of the romance of 
geology, we might interest students in 
pursuing an activity upon which we 
are dependent. 

Finally, we expected that some place 
in the picture we might appropriately 
mention the benefits motorists visiting the 
Canyon would enjoy if they used 
Mobilgas and Mobiloil. 

It hasn't worked out that way. Apparently 
we have produced something in which 
a commercial tinge would be as inappropriate 
as putting a Mobilgas pump in a picture 
by Raphael or da Vinci. 

I suppose that we now must say that 
the picture has been produced in the public 
interest. | am not disappointed in this 


result. | am very proud of this picture and 


of the people who made it, 


Robert L. Minckler, President 


General Petroleum Corporation 


COLOR PHOTOGRAPHS 
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in the beginning... 
(CONTINUED FROM THE PRECEDING PAGI 
zona, and considered to be the leading geological 
authority on the Grand Canyon region 

In the meantime, Ted Phillips, former world 
traveling cameraman for Burton Holmes and a 
master of spectacular color work, had begun 
to cover the river at flood time. To the footage 
thus taken, he also added several magnificent 
sequences on the Canyon with the Colorado River 
in flood taken earlier when he had gone down 
the river and through the Canyon with Norm 
Nevills, 

lor months cameras covered the Canyon and 
the surrounding area from every aspect. Cat 
and Phillips chased sand storms at Kanab, sea- 
scapes, sun-sets, and stop-motion clouds from 
California beaches to the sheer cliffs of Toro 
weap. MeGlone and Hennessy. with a singl 
engine Stinson as a camera plane, worked the 
Canyon from the air, down four thousand feet 
below the rim and into the Inner Gorge wher 
the rocks are among the oldest known to Man. 
The whole area as far south as the cinder cones 
and the San Francisco Peaks was covered by air. 

Out on the desert or high on the Rims. othe 
cameras waited for clouds, searched for lifeless 


vistas or sought in slow-moving rivers for algae 


A fossil trilobite, one of marine animals 
that lived in the Grand Canyon area 
for millions of years. 


that resembled the fossils of Earth’s first recog- 
nizable lif One expedition by launch up 
through Lake Mead and into the lower reaches 
of Grand Canyon ended with Phillips and Hen 
nessy drifting motorless through the desolate 
canyons trom Sunset to sunrise 

Mule back, airplane, boat and foot to Phan 
tom Ranch and Badger Rapids, Lake Mead and 
the San Francisco Peaks, under water and in 
the air, for the star and the shooting stage were 
the same, the Earth itself 

The story line being developed for the film 


was flexible—-and constantly changing: at first, 


the old Indian legends about the origin of the 
Canyon and of the Earth seemed to be a logical 
framework upon which to build the picture. 
Another approach suggested evolved around the 
traditional Canyon mules, the long-eared taxis. 
Another blended the Ranger and the Havasupai 
and the Geologist. But it became evident early 
in the planning that there was no room for 
mere man or his creatures in the story of the 
Ages—-man was too newly come to the scene 
to be featured here. 

Personal contacts with Yale’s Peabody Mu- 
seum, the Chicago Museum of Natural History, 
the Museum of Northern Arizona, the Buffalo 
Museum, and the American Museum of Natural 
History added greatly to the research files. 
Kventually the story and the film began to 
emerge, after months of editing and re-editing. 
as an amazingly authentic representation of 
what the Earth actually looked like through the 
billions of years of geologic time, as far as 
Van is able to determine from the evidence that 


the Geologist evaluates, 


Only one painting, of dinosaurs, was photo- 


graphed, and only one diorama of the trilobites 
and other undersea life. All other scenes in the 
film were photographed “live” as they occur 
today, such as the awesome erupting volcano 
shots made by Phillips in Mexico. 

In late 1953 the story of the Earth was ready 
for its final checks, and, though the Bible had 
used it first (and many others since) only one 
title was ever considered: In the Beginning. 
Several showings were made before various Gen- 
eral Petroleum and Socony groups, including 
many company geologists, and Ed McKee gave 
it a final screening. A number of suggestions 
which came from these pre-viewing audiences 
were then incorporated into the final version. 

In early 1954, two years after the project 
began, In the Beginning was premiered at the 
Grand Canyon on the occasion of Dr. Bryant's 
retirement as Superintendent, and the first print 
of the film was presented to him with a special 
dedicatory title. Clarence S. Beesemyer, Consult- 
ant and former Executive Vice-President of Gen- 
eral Petroleum, acted as host to Dr. Bryant. 
Governor Pyle of Arizona, E. D. McKee and 
the many other guests who came to the Canyon 
for the occasion. 

As a company film, /n the Beginning will be 
distributed by Modern Talking Picture Service 
for the General Petroleum and Socony-Vacuum 
film libraries. Magnolia’s distribution will be 
handled directly. The film has already been com- 
mended by the Southern California Film Coun- 
cil (which normally evaluates only theatrical 
films) and has received one of the only two 
awards that Council has ever made to a busi- 
ness-sponsored motion picture. yy 


Earth's history is inscribed in the geological 
formations of the Grand Canyon... 
in its majestic panorama of color. 


illuminated 


BUSINESS SCREEN MAGAZINE 








s] 


VOLUME 1 


4 


NUMBER 








Award recipients at Boston wer: 
tormation Committee John Ff 

ter Flaherty, Radio and TV At 
Martir Bovey Filer David Di. y 
Martin Bovey, Jr 


nited Air Line mna nerr 


44 chairman 


li 


OSTON FESTIVAL JURIES were generous in 
their praise of this year's crop of out 
standing motion pictures as a total of 5] 

films received first and second place awards as 

well as nearly 50 Awards of Merit going to films 
Lydiard 

John Hancock Mutual Life Insurance Company 

executive, was chairman of the Fourth Annual 

Boston Film 

Council. Edward W. Palmer, New England Tek 

phone & Telegraph Co., presided over the annual 


selected for final showings. Alan | 


Boston event, sponsored by the 


awards dinner as president of the Council. 
Newly-created Pioneer Awards were presented 

to Lang 5. Thompson, vice-president of Wild 

. and to Robert F. 


Leonard, district sales manager, Ford Division 


ing Picture Productions, Inc 


Ford Motor Company, for the first l6mm Cin 
emascope production, I/ntroduction of Neu 
Vodels for 1954, The General Motors Corpora 
tion and Raphaed G, Wolff Productions also re 
ceived similar Pioneer Awards for the 3-D color 
film production, This is Progress which helped 


introduce the new GM models earlier this year 


Below: Lang Thon f p. W 
Picture Productior receive f 
Award tor Ford Cinema pe 1 
Lydiard (Right) Robert 

ft dnt at ale manaaer 


A 


} Muah td Sharr e reorese nting Oj 


- 
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Industry In 
vice-pres. Cx burn Film Serv ces: Rev. Wa 
se of Bost< Nn 


ry Product r 


Martin Bc vey, president 
Alan F. Lydiard, fest 
ms Wa ter Ne +4 asst. te president 
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Top Honors to 10 Pictures at Boston 


Fourth Annual Boston Film Festival Audiences Cite 51 
Pictures as Outstanding; Announce Two Pioneer Awards 


The competition’s six classifications were: 
Adult Education, Arts, Classroom, Religious, 
Industry—Public Relations, and Sales Promo- 
tion. 

Among the eight first award winners were 
three business and industry sponsored pictures; 

Champion of the “Industry” group was Farm 
Petroleum Safety, sponsored by the American 
Petroleum Institute and produced by Colburn 
Film Service, Inc. First Award scholar in the 
Adult Education group was To Conserve Our 
Heritage, sponsored by Minneapolis-Moline 
Company, produced by Martin Bovey Films. 

Number one in Sales Promotion was World in 
a Week—California, a United Air Lines picture 
produced by Cate and McGlone. 

['wo first awards in the religious group went 
to: Selemn Pontifical Mass, sponsored by the 
Archdiocese of Boston Radio and TV A posto- 
late, produced by Bay State Film Productions, 
Inc.; and Men of the Wilderness, produced for 
syndication by Cathedral Films, Inc. 

lie first awards in the Classroom contest were 


won by Wonders of Plant Growth and Wonders 
of the Desert produced by Churchill-Wexler 
Film Productions for syndication. 

Hats jor You. produced by and for Wayne 
University took top place in the Arts section. 

Three sponsored winners of the nine second 
awards included: (Industry) /n the Beginning, 
sponsored by General Petroleum Corporation 
and produced by Cate and McGlone; (Religion) 


Council president Edward W. Palmer 
New England Telephone & Telegraph 
Co., welcomes guests at the annua 


dinner climaxing 


swara } 


Té 


va 


Village of the Poor, sponsored by the Broad- 
casting and Film Commission of the National 
Council of Churches of Christ, produced by Alan 
Shilin Productions, Inc.: 
Convertibility 


(Sales Promotion) 
Features of the R7V-1/c-12/ce 
Super Constellation, sponsored by Lockheed Air- 
craft Corporation. 

Thirty-four Awards of Merit were divided 
among sponsored, syndicated, government and 
university produced films. 

More than 200 attended the Festival and bal- 
loted on the films. Most of them went to the 
noon luncheon to hear Joseph McKeon, man- 
ager of Film Library, New York and assistant 
to the film manager of General Motors Corp. 

This year’s Film Festival Chairman was Alan 
F. Lydiard, Film Council Vice President and 
director of photography for the John Hancock 
Mutual Life Insurance Company. The new slate 
of officers and category chairmen named at the 
Festival were: Film Council President, Edward 
W. Palmer, New England Telephone & Tele- 
graph; Muriel Javelin, Secretary, Boston Public 
Library; Emile F, LeVin, Treasurer, United 
States Department of Justice. 

The selection Preview Committee on Adult 
Education was Miss Charlotte G. Warshaw. 
Anti-Defamation League of B'nai Brith: Susan 
N. Coleman of the Museum of Fine Arts. Chair- 
man for the Arts section; Harold Pfeiffer, Radio 
Corp. of America, Chairman for Industry; Paul 
C. Cleaves, Weymouth Public Schools, Chairman 
for Classroom Films and Rabbi Ephraim Green- 
berg, Temple Beth El, Rev. Walter L. Flaherty, 
Radio and Television Apostolate Archdiocese of 
Boston, and Rev. Warren G. Hunt, Boston Coun- 
cil of Churches, Chairmen of Religious films. 

George E. Roghaar, Bell & Howell Company 
distributor and president of New England Film 
Service, Inc., was Chairman of the Exhibits. 


BUSINESS SCREEN MAGAZINE 











Above: Joseph Mc 





16 Get “Oscars” at Cleveland Festival 


130 Titles Screened at Seventh Annual Event With Films 
Showing Two Consecutive Days; Wagner Addresses Banquet 


HE PRESENTATION of 16 shining statuettes, 

emblematic of the highest honors accorded 

by audience juries during two successive 
days of screenings at the Seventh Annual Cleve- 
land Festival. was the concluding event at the an- 
nual awards banquet in that city on Thursday 
evening. June 17. Presentation of the awards was 
Arthur F. Spaeth. film critic of the 
CLEVELAND News. Lowell O. Mellen. president, 
Training Within Industry. Inc.. 


made by 


served as master 
of ceremonies. 

Over 300 participated in the film selections 
during the festival. 136 titles were offered dur- 
ing the program with heaviest entries in the 
“teaching and classroom” group where 80 dif 
ferent films were pre-screened to bring the final 
1] pictures before the festival jury. 

Helen Harp, Ohio Bell Telephone Company 
film supervisor, was chairman of this year’s festi- 
val, aided by Elizabeth Hunady, Cleveland 
Public Library film bureau, as general screening 
chairman. Margaret D. Saylor is the retiring 
president of the Cleveland Film Council, spon- 
sors of the annual event. 


Vode ls 


for 1954, This film was ineligible for competition 


Motor Company's Introduction of Neu 


but a special showing was held on the evening 
of June 17 and the producer awarded a certifi 
cate of Special Recognition of Achievement 

Winners in non-sponsored or non-commercial 
groups included Man to Man, which earned an 
Affiliated Film Producers, creator 
of the picture for the Mental Health Film Board 
This was the winner in the field of 
health” filmes. 


“Oscar” for 
rene ral 


Britannica Films Gets Two “Oscars” 
Encyclopaedia Britannica Films, Ine., received 
two Festival “Oscars” with winners in the in 
dustrial relations group (Competition and Big 
Business) and in the “arts and crafts” group 
(Painting Trees With Eliot O'Hara). Both of 
these pictures are distributed on a rental and 
outright print sale basis by the producer 
distributor 

In the group of “music” films, Coronet won 
an “Osear” for Beethoven and his Music. Family 
Films, Inc, received the top award in the “human 
relations” category for That They May Hear and 


3-D equipment used for "This Is Progress" show Overcoming Objections” Best Sales Film in the “teaching and classroom” group, Young 
ing is viewed by to r.) Mr. Palmer. Mr. Mc 


Keon and R. VanNiman, R.C.A. equipment exe 


+ 


cutive, Camden, N.Y. 


Seven business-sponsored motion _ pictures America Films received an “Oscar” for A Citizen 


, : . ' . 
received Cleveland “Oscars” for top honors. In Partie ipates produced by the Centron Corp. 


the category of “sales training” films, Overcom- Other Award-Winning Pictures Noted 
ing Objections, a 30-minute film produced for Best 
the Dartnell Corporation by The Jam Handy 


Organization, was first choice of that jury. 


“travel” film in the festival was Paul 
Hoefler’s production of East Africa; the “experi 


5 . ; ; mental” film group was topped by Jasper Wood's 
[wo films shared first place in the “public 


relations” film class. These were The Studebaker 
Story. a 29-minute color film for that auto 


Street Car and the outstanding religious film 
selected was Escape to Egypt, produced by 
hi. Cathedral Films. 

maker, produced by Screen Gems, Inc. and Tele- Dr. Paul A. Wagner, president of the Film 


phone Goes to Camp, an 11-minute picture spon- Council of America, was the featured speaker 


| sored by the American Telephone & Telegraph 


: at the annual award banquet. Dr. Wagner called 
Co., produced by John Sutherland Productions. 


; . 8: attention to “6,000 producers of lomm films 
In the class of “industrial and general safety 


| pictures, The Gamblers, a 20-minute color film 





with a production last year of over 4,500 titles,” 
Undoubtedly, he 
ogi sponsors of 16mm motion pictures in this sweep 
— produced by the Calvin Company. ing statement. He urged a “frontal attack on 


k, ndet the popularization of our field.” a 
25-minute color film. Patent Ductus Arteriosus . . . 


won an “Oscar” for E. R. Squibb & Sons, the 


sponsor, and for ils 


. = ' included a majority of the 
of the Caterpillar Tractor Co. won first place. It 





“medical and nursing education” a 
Registration for the Fourth Annual Boston Fe 
tival brought ear throngs to hotel. : o 

9 ’ Eprror’s Note: Pictures receiving 1954 awards 


maker, Sturgis-Grant 


and showings are 
pages 48, 49, 


reviewed alphabetically on 


Productions. 
Sinclair Picture First in “Gardening” 


The “gardens and gardening” film group was 
headed by “Oscar” winner 500,000 to One, a 
10-minute color picture on insect control spon- 


Helen Harp, 


sored by the Sinclair Refining Company and Lafeman of 
produced by the Atlas Film Coporation. te Jit Annua 
The final sponsored film winner was Dynamic Cleislend Filn 
Veasurement, 26-minute color picture for the Sestivel sail | 
Consolidated Engineering Corp., produced by uneeatans C8 
Jack L. Copeland & Associates. This was entered alt CiRiiliens, 
in the “industrial research” film category. c Cle 
~ veia 





An unprecedented honor was paid to Wilding 


. . . . ic > 4 ti ~ » j er) y 
Audio-visual equipment exhibits were another Picture Productions, Inc., for the pioneering 


c 7 
Teature Tor Vv tor ? tne tTestiva nere were 


effort of that company in the first commercial 





ten mpanies represented l6mm Cinemascope production of the Ford 
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Films of the Month: 
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Ford's Tribute to 
“The American Farmer" 


Sponsor: Ford Motor Company. 


litle: The 


min., color, produced by 


{merican Farmer 40 
MPO 


Productions. Ine. 


*® bord Motor Company continues 
year alter year, to make the sort of 
movies that win awards. It might 
be that the company decided several 
years ago that it wasn't going to try 
to sell automobiles in public rela 
tions films, thus charming award 
juries with great expanses of non 
commercialism, Or, it might be that 
the subject matter of Ford films is 
so fascinating deep sea fishermen 
cowboys and Indians. It has also 
been held that Ford is plumb deter- 
mined at any cost to convines 
everyone on its good taste in all its 
dealings with the public 

Whatever the 
of good productions has not been 
broken in the latest entry The 


| hough the sub 


reason, the chain 


{merican Farmer 
ject wouldn't seem as exciting as 
others in the Americans At Home 
life on the farm, as seen in 
the film, is far from dull. 


The picture shows a 16 year old 


scTrics 


New York boy who goes up-state to 
work on a farm for the summer, A 
he learns the ropes about farming 

the hard work, the gamble s with the 
weather he also sees how science 
and mechanization have completely 
As farmer 
Ed Blazey, his employer, tells him 


changed our agriculture 


long ago 85° of the American 


people were engaged in growing 
food to feed the nation. Today only 
15° are farmers, yet we eat better 
than ever. 

The American Farmer was writ 
ten by Ralph Schoolman and Joseph 
March, and directed by Sidney 
Meyers. It won a first prize at the 
Golden Reel Film Festival in Chi 


cago early this vear. Vd 


Other ‘Case Histories" 
° Staff analysis ol other oul 


standing new business films 


appear on pages 46 and 52 


of this issue 


red Mot 


“The Mailed Fist" & ACF 


Sponsor: American Car & Foundry 


( orp 


litle The Vailed Fist 13° min. 


by produced by Marathon TY 
Newsreel 


*® This is another in Marathon’s 
series of public service films de 
signed primarily for television, but 
with regular non-theatrical distribu- 
tion to follow. As in previous films, 
the sponsor's name is kept quietly 
in the background while the action 
and commentary concentrates on 
the company s work for Army 
Ordnance. 

The film points out that produc 
tion lor peacetime industrial use is 
i basic factor in preparedness for 
delense Producers of heavy ma 
chinery and equipment for industry 
such as A.C.F. (busses. tank and 
passenger railroad cars, plane fuse 
lages, etc.) are always ready to con 
vert immediately to all-out ordnance 


work 


meanwhile constantly main 
stock piles of such basi 
weapons as shells, tanks and can- 
nons, including 280mm guns—the 
atomic cannon, 

Scenes show these in production, 
and in action at ordnance testing 
grounds. Most impressive is a se 
quence, photographed with an ultra 
fast camera, that shows Nike. the 
\rmys newest supersonic anti-air 
craft guided missile, seeking and 
striking a four-engine bomber. 

The quiet, sincere voice of George 
Hicks adds a lot to the film, as does 
the dramatic 


( orelli lacobs. 
The Vatled hist was accepted ao 


tailor-made score of 


qui kly by television that over 150 
stations played it within three weeks 
ifter it was released. That many 
Thiaere have 


requested it for future 


scheduling. In keeping with a good 
policy of not publicizing blue-sky, 
ultra-million audience figures, ACI 
ind Marathon are content to know 
that a whale of a lot of people 


must have seen i Vl 


On location 


Slating a studio scene 


Certain-teed's Case for Quality Roofing 


Sponsor: Certain-teed Products 


( orporation. 


litle: 1 Case of Protection, 20 
min. color, sound film. produc ed 


by Pearson & Luce Productions. 


* An undercover man is the logical 
choice of a hero for this dramatized 
exposition of roofing products. In 
a modest detective story format, the 
Frank Wilcox, uses 


his skill as a special investigator to 


narrator-lead 
solve his personal “case of protec- 
tion.” 

The Certain-teed Products Cor- 
poration cased its sales pitch this 
way to wake people up to the spon- 
sor s idea that shingles of a certain 
sort—-were the solution to the often 
ignored mystery of roof decay. 

\ house or building is no better 
than its roof, the film tells dealers, 


contractors and home owners. Why 


Certain-teed roofing products pro- 
vide the best shelter is the mystery 
solved by the spec ial investigator. 

A curious night watchman plays 
Watson as the modern Sherlock, 
working late at his desk, explains 
odd bits of evidence which prove 
Certain-teed points. 

As the investigator tells what he 
is looking for to protect his own 
home, the film illustrates his deduc- 
tions with sequences showing raw 
material 


sources, manufacturing 


processes, The sponsor s spec ialty 
Millerizing—is treated in anima- 
tion. 

Shingle types, testing methods 
and color blends displayed on many 
homes and buildings help cinch the 
sleuth’s case. 

Prints of this film are available 
from the sponsor at Ardmore, Penn- 


sylvania and Richmond, California. 


Daily Management of the Salesman's Time 


Sponsor: Dun & Bradstreet, Inc. 
Title: Of Time and Salesmen, 32 
produced by Wilding 


Picture Productions, Ine. 


min. b/w, 


* This new picture is probably the 
first film to be 


day by day 


made dealing with 
management of the 
Although a 
sales firm in its own right—pro- 


salesman’s selling time. 


moting the use of D&B’s reference 
books 


tion for 


it will have some applica- 
sales training generally, 
and will be offered for showings 
free of charge to sales managers, 
service and educational groups from 
any of Dun & Bradstreet’s many 
offices throughout the country. 
The theme is sales planning to 
make each call count. The story is 
told through a young salesman who 
finds himself running hopelessly be- 
hind schedule because of time he 
loses calling on “leads” who have 
liquidated, moved away, changed 


their lines, or become dead ends 
because of any number of reasons 
he did not know about in advance. 

At the hotel, he meets a seasoned 
old pro who listens to his tale of 
frustration with understanding, and 
offers to show him how to make 
“Each call I make, 


costs my company $17,” says the 


his time pay. 


older salesman, “and I can’t afford 
to miss very many.” 

After several coaching sessions, 
the young salesman Jearns how to 
plan his calls, using the five basic 
tools of the trade—catalog, road 
map, telephone directory, customer 
and prospect lists, and, of course, 
the Dun & Bradstreet State Guide. 
He regains his morale and sales 
begin to climb. 

The film employs fantasy and 
through a symbolic dancing figure 
turns time from master to servant 
of the young salesman. sg 
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BASIC PRINCIPLES OF 





Sponsor: General Motors Corpor- 
j ation. 
Title: ABC of Jet Propulsion, 18 


min., color, produced by Sound 


Masters, Inc. 

* ABC of Jet Propulsion is the 
fourth in a series of “ABC” lessons 

on how engines operate. It outlines 
the principles of jet engines, gas tur- 
bines and rockets. 

H 


From the old jet-push idea ex- 
pressed by the double action of air 
spurting from a toy balloon, the film 
moves to modern applications. 

Anent the new metals and engi- 
neering these applications demand, 
the film describes the typical avia- 
tion jet engine as having parts 
working at 900 miles an hour and 
operating at temperatures above 
1.500 degrees. 


consumes enough air every 10 sec- 


The blast engine 


onds to fill an ordinary home. 
The film explains why man will 

have to take a rocket-jet on his first 

trip to the moon. 

ABC 


series primarily are for school use. 


In cartoon animation, the 


They all have been produced by 


ENGINE 


GM Releases the "ABC of Jet Propulsion" 





OPERATION EXPLAINED 

















ducers. The dimensions of all draw- 
ings are checked and rec he ked for 
complete exactness. This care pur- 
black and 
story board, public relations, tech- 
nical check, b/w work print, com- 


sues every step: white 


plete check, revision, color story 
board, first version color print. 
Once, a whole series of drawings 
were rejected because the propor- 
tions of a cylinder head were not 
exact. Engineers from GM’s Alli- 
son division labored on ABC of Jet 
Propulsion during the past year. 


Expert heads wagged “try again” 





Sound Masters, Inc. Sticklers for until even the jet exhaust color blew 
accuracy, GM brains spend over a true. 
vear on each of these brief pictures. The film is on free loan from 
\ contingent of automotive engi- GM’s public relations departments 
neers confer with the New York pro- in Detroit and New York. rt 
' 


Matson Lines Premiere 


Matson Lines. 

Title: Destination Hawaii, 30 min.., 
color. produced by Alfred z 
Palmer Productions. 


Sponsor: 


* Green and golden in the trade 
winds of the Pacific, the Territory 
of Hawaii seems to many a faraway 
tropical fantasy where leis are 
dropped on visiting necks and chil- 
dren of the sun eat poi, twang gui- 
tars and dance the hula. So it is. 

But it also is a collection of pros- 
perous mounds upon which has been 


How 


this combination developed is told 


built a modern civilization. 


in Destination Hawaii. 


Aimed at Freight Trade 

Sponsor Matson steers the film 
toward the shipping public on the 
mainland and in Hawaii to repeat 
to the commercially interested that 
Matson freight carriers have played 
and continue to play a major role 
in developing this over ocean mar- 
ket. 

Previews were held in the prin- 
cipal cities where Matson Lines 
maintains either a freight office or 
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‘Destination Hawaii" 
New York, Chicago, Los 


Angeles, San Francisco, Portland, 
Seattle, Kahului, Hilo 
and Lihue. 


an agency 
Honolulu, 


Ocean and other shippers, 
transportation executives and gov- 
ernment officials were invited to the 
More than 1,600 
accepted invitations to the film 


showings. 


preview parties. 


Tourists Aid the Economy 


Destination Hawaii goes ashore 


to see the Territory’s main indus- 


tries, its sugar canes, pineapple 
fields and coffee plantations. It 
looks (often Matson 


wallet-bearing tourists who not only 


over borne) 
buy the scenic beauty but help cre- 
ate new urban demands which the 
freighters serve. 


Alfred T. 


San Francisco, began reeling Des- 


Palmer Productions, 


tination Hawaii in mid-January of 
1954. 
a Matson annual stockholders’ meet- 
ing on March 26th. Locations in- 


The film was previewed at 


cluded principal ports on the main- 
land and in Hawaii. a 







1954 
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RENAISSANCE 
in Religious Films 


tor Protestantism 


Dramatic Story of the Bible, Success of “Martin Luther” 


Followed by New Methodist and Presbyterian Programs 


fee Seconp AsseMBLY of the World Council of Churches, repre- 
senting over 158 Anglican, Orthodox and Protestant denomina- 
tional bodies in 43 countries throughout the world, opens in Evanston, 
Illinois, on August 15, On the eve of this important gathering, the 
29 major U.S. churches with a total membership of over 30,000,000 
Americans who are members of the World Council, may well reflect 
on the current Protestant renaissance in religious films. 

Within this past year, Protestant America has seen the over 
whelming boxoffice triumph of Martin Luther. It has witnessed the 
arrival on these shores of a British-produced film, John Wesley. 
The recent premieres of the broad-gauged American Bible Society 
film thesis Our Bible—How It Came to Us have been greeted with 
enthusiasm. The Presbyterian Church in the U.S.A, has launched a 
drive for greater individual participation in its affairs through the 
program centered around a film, Stranger in the House. 

As the Lutherans, Methodists and Presbyterians rally around 
work of the 


Broadcasting and Film Commission of the National Council of 


these denominational efforts, the interdenominational 


Churches of Christ in the U.S.A, continues to help unite the common 
efforts of Protestantism in many areas of lay education, especially 
Most 
work is the motion picture on India; Village of the Poor, which 


aids the church-wide program of study on India and Pakistan. 


in the field of missionary study. recent of the Commission's 


Not to be overlooked in this broad effort, affecting millions of 
Americans in church, club and other community group. audiences 
where the 16mm sound projector has become a vital force for better 
understanding of Christian ideals and the fellowship of man, are 
such programs as Moody’s “Sermons from Science” films and the 
annual Audio-Visual Workshops held at Green Lake, Wisconsin. 

Altogether, these important new films (and those of other 
denominations unnamed) are the substance of a genuine renaissance 


r 


in religious interpretation and lay education through which the 


Ameri 


cans, both young and adult. a 


Protestant Church will reach into the minds and hearts of 


A ene from the J. Arthur Rank production of John We 












| | 
on The (Quaker Beaumont 


Wesley. The 


that 


dex 
and Charles 


my justice 0 Iona 4 | 


nor man hall be pers ute 


any 


king jac 


re 
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In this scene from “John Wesley” King Ge 


The Life of John W sley 


The Radio and Film Commission of the Methodist Church Shows 


a Biographical Color Picture About the Founder of Methodism 


Sponsor: The Radio and Film Com 
mission of The Methodist Church. 


Title: John W esley 77 
produced by the sponsor in co 
operation with J. Arthur Rank and 
Religious Films, Ltd. 

*® Church 

years, have produced motion pictures 

of a remarkably high quality. This 
film has been designed to take its 


min, ¢ olor 


organizations, in recent 


place with the notable output of the 
Lutherans, the Congregational-Chris- 
the Jesuit and 
500 of the 40,000 Methodist 


churches in the U.S. wilt hold “pr 


tian group, Society 


others. 


miere”’ showings because each con 
tributed $100 to the 
budget. It will be available to the 
rest in the fall. 


production 


A Major Color Feature 
John Wesley 


It has speaking actors by the score, 


is a “big” picture 


hundreds of elaborately costumed 
extras, handsome sets and many fine 
It could easily have 
cost $750,000 if made in Hollywood 


at prevailing rates. 


location scenes 


Actually, it was made in England, 
(about $200,000) by J. Ar 
thur Rank, the film producer and 
outstanding Methodist layman. 
John Wesley's life does not offer 
the dramatic possibilities of Luther's 
but the film makes him seem real and 


at cost 


understandable. It is not a complete 
biographical picture but episodic in 
form. It shows his inward struggle 
to achieve a satisfying personal re 


ligious experience, and his outward 


struggle through which he communi- 
cated that 
effectively 


experience to others so 
as to help change the 
moral | limate of I ngland and Amer- 
ica 
Stresses Spiritual Aspects 

The film delineates his concern for 
pe rsonal re ligious disc ipline through 
methodical habits of study and devo- 


his 


which led him to found schools and 


tions, and wide social concern 


orphanages, clinics and social serv- 


ices, Sunday schools and organized 
societies for religious development, 
the lay and 


evangelical revival which swept Eng- 


preaching movement 


land and colonial America. 

The Methodist Church, the largest 
Protestant denomination in America, 
made the film for use in the churches 
as a teaching film. Through local 
arrangements only, it may be shown 
in many theatres, though no organ- 
ized effort to promote this will be 


carried on 


Revitalizes Personal Faith 

Despite the film’s obvious technical 
faults 
make vivid for people today the tre- 
contribution of the 18th 
founder of the Methodist 
movement, to give wider present-day 
the 


and soul-satisfying personal religious 


it should nevertheless serve to 


mendous 
century 

expression to “heart-warming” 
faith, the uncompromising social ap- 
plications of the Christian gospel, 
and the thorough-going educational 
approach which have been at the 
heart of Methodism’s wide influence 


success. Re 


“Stranger in the House” 


A Motivating Force Behind the Program of the Presbyterian Church 


STEWARDSHIP, the full partici- 
pation of the church member in 
Christian life and practices, is the 
goal of the Presbyterian 
Church in the U.S.A., exemplified 


in its 1955 Stewardship 


current 


Advance 
Program, the Challenge of Chris- 
tian Living. 

The motivational punch behind 
this broad program, affecting 8,500 
Presbyterian churches, is carried by 
the new stewardship motion picture 
Stranger in the House, produced by 
The Jam Handy Organization. This 
inspiring film is but one phase of a 
“package program” which includes 
a turn-over chart and a_ proposal 
form which invites personal re- 
sponse to the 1955 Benevolence Pro- 
gram. The picture itself also con- 
tains a six-minute trailer by Dr. 
Eugene Carson Blake, Stated Clerk 
of the Assembly of the 
Presbyterian Church. 


General 


Today's Increasing Needs 

In the trailer sequence, Dr. Blake 
builds on motivating principles laid 
out in the film and spells out the 
need for the Church to increase its 
Benevolence giving in 1955 from 
$13.000.000 to $18,000,000, to en- 
able the Church to 


needs. 


meet today’s 

The story of Stranger in the 
House begins with the arrival in the 
quiet mid-western town of Evandale 
of Gary Walker (Glen Langan) and 
with the Caldwell 
Mrs. 


Caldwell (Frieda Inescort), a wid- 


his new “home” 


family as their star boarder. 


ow, transforms what might be a 


mere boarding house for Gary into 
a Christian home environment. 
Gramps (played by Victor Moore) 
and Vic (B. G. Mrs. 
Caldwell’s 12-year old son, share 
Will White 
(Marshall Thompson), a missionary 
and Burt, the cab driver, (Harvey 


Dunn). 


Norman r 


leading roles with 


These Fundamental Truths 

As a result of a the 
Caldwell’s, Gary comes to recognize 
in their lives and actions that the 
Christian motivation which is theirs 


year with 


can also be his. The picture comes 
to a conclusion in his commitment 
to Christ in a simple but moving 
confession. This photoplay has three 


fundamental truths 


Christian 

bedded in the story. 
(1) Christ is the joy of all life. 

(2) The Church is God’s 

ment for salvation. (3) The great- 

est joy in life is to give freely of 

one’s self and possessions in willing 


instru- 


service to God. 


Visit 8,500 Churches 
Promotional use of this film start- 
ed in May with the training of 1,200 
teams of visitors who will visit the 
key of the 8.500 
Presbyterian churches in 


officers in each 
June. 
These visitors to the local church 
officers carry the “package pro- 
gram” noted. 

Arthur M. Byers, Jr., secretary 
for audio-visuals in the Presbyte- 
rian Church, reports early and en- 
thusiastic response froni evaluation 
cards received at advance film show- 


ings in all parts of the country. 


The warmth and spirit of the Caldwell family is so engaging in ‘Stranger 


in the House 


The film will be seen by 3 million. 


that Glenn Langan, the stranger, unwittingly feels at home. 
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Church Productions 


Lutheran 


He LUTHERAN CHURCH in Amer- 
ica has a long record of success- 

ful use of the motion picture me- 
dium. The Missouri Synod _pio- 
neered with The Power of God in 
1941, followed by Reaching From 
Heaven. The Lutheran 


League made five features over a 


Lay mens 


period of six years and a dozen or 
more films were produced for mis- 
sion work and Sunday School teach- 
The Lutheran TV film 


program has been shown weekly 


er training. 
over nearly 100 stations, on a free 
public service basis. 

jut the monumental project of 
Lutheranism has been its bold spon- 
sorship of the nearly half-million 
dollar Martin Luther. 
Louis de Rochemont Associates pro- 


produ tion, 


“Martin Luther” 


Sets 


Benchmark in Religious Films 


Houston, New Orleans, Denver and 


Philadelphia. Variety estimated 
that “Martin Luther’s U.S. and 
Canada gross will reach $3,500.- 


000.” 

As theatrical distribution con- 
tinues in the months ahead (plans 
for 16mm church showings having 
been deferred by the film’s con- 
Martin Lu 
ther has proved its point. 


tinued boxoffice draw) 


Behind this courageous effort is 
Lutheran Church Productions, Inc., 
formed after joint consultation by 
the National Lutheran Council and 
the Missouri 
Dr. Paul C. 
secretary, Henry Endress, have the 
able assistance of Melvin Schlake, 


assistant executive secretary. To this 


Synod. Its chairman, 
Empie and executive 





ience! 


Luther: ‘No man can command my cons 


duced this authentic drama of the 
Father of the Great Reformation in 
the castles, monasteries, market 
squares and churches of West Ger- 
many. The production, supervised 
by Lothar Wolff, is not only an ar- 
tistic triumph but a highly intelli- 
gent interpretation of “the classic 
intellectual and theological clash of 
the sixteenth century German 
preacher with the Holy Roman 
Church.” 

Just over a full year has elapsed 
since the world premiere of Luther 
1953. 
The boxoffice strength of the picture 
revealed there as 75,000 


in Minneapolis on May 4, 


was first 
paid admissions rolled up in three 
weeks at the Lyceum. Lutheran and 
other Protestant church supporters 
helped amass similiar records in St. 
Louis, New York, Chicago, Birm- 
ingham, Boston, Washington, D.C., 
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corporation and the Lutheran 
churches in America which it rep- 
resents are accruing sizeable rev 
enues which will make possible ad- 
ditional film productions to advance 
the work of the church. 

There has been Roman Catholic 
film’s critical 
thesis and its banning by the Que- 


opposition to the 


bec censor was probably the most 


noteworthy single act of protest. 
Many months of showings, however, 
have shown far less antagonism 
than predicted. Certainly, Catholics 
have enjoyed a virtual public rela- 
tions monopoly of religious themes 
in Hollywood through such films 
as Going My Way, Song of Berna- 
dette, Miracle of Our Lady of 
Fatima, etc. 

The positive aspects of Martin 
Luther lie in its faithful adherence 
to historical fact, its carefully de- 


1954 

























The title role of “Martin Luther” played with intearity 
by Niall 


and sincerity 

details of costume and 
architecture and the superb acting 
of Nial MacGinnis, as Luther, and 
the supporting players. It is Irving 


lineated 


Pichel’s sharply etched direction 
that makes this personal document 
of the history of Luther’s challenge 
so believable and responsive. 

The film follows Luther’s career 
as an Augustinian monk, his eleva 
tion to the priesthood and his subse 
quent inner struggle with the mean- 
faith. 


Paul’s epistle to the Romans which 


ing of The passage in St. 


determined his life’s course “The 
just shall live by faith” leads to his 
clash with the emissaries of Pope 
Leo X who are selling indulgences 
for pieces of silver. 

As the 
crisis, Luther nails his famous 95 
theses to the cathedral door at Wit- 
The debate at Leipsig and 


picture mounts toward 


tenberg. 
Luther’s defiance of the Pope al 
Worms are followed by his two-year 
refuge under the protection of the 


Luther (showr 


st lett below} delinea 


the Roman Catt 


clergy in thi: 




























MacGinn hown at center above 


scholarly-inclined and expansive 
Duke Frederick. The film 


ends with the defiance by Protestant 


Saxon 


princes of the authority of Charles 
V and the Holy Roman Empire. 
Will Church 


tions find another combination of 


Lutheran Produc- 
theme and production genius to ap 
proach this triumph? Luther now 
belongs among the timeless “clas 
of filmdom. 
Louis de Rochemont, the craftsman- 
ship of Wolff and Pichel, the music 
of Mark Lothar and the tight, schol 
Allan Sloane 


are the elements of its artistic and 


The selection of 


sics” 
arly script of the ae 


intellectual success 
As of today the decision to make 


Vartin Luther has given Protes- 
tantism a benchmark of quality 
for other denominations to reflect 


They 


its financial rewards but even more 


upon, will find guidance in 
so in the impact which it has an 
deniably made upon the millions of 
persons who have already secn it 
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“And Jesus came to Nazareth where he had been brought up; and, as his custom was, 


he went into the synagogue on the Sabbath day and stood up to read. And there was 
delivered unto him the book of the Prophet Isaiah 


7 


“The letters of the Apostle Paul——probably the earliest part of the New Testament 
came into the keeping of the churches which treasured them greatly 


ABOVE 
Theophilus, a Greek Christian, puzzled by the varying accounts of Jesus’ life, pre 


“With the passage of time, differing accounts and traditions began to appear. 


vailed upon Luke—-companion of Paul—to draw together the differing traditions...” 


“Luke set himself to the task. He worked from the book of Mark, the first 
of Jesus according to Mark. 


BELOow 
of the gospels, a ewiftly-written account of the life 


©ur Bible: How It Came to Ws 


(> OF THE MOST EXTENSIVE re- 

~ ligious film projects in recent 
years has just been completed for 
the American Bible Society by Car- 
Titled Our Bible 


How It Came To Us. the motion pic 


avel Films, Ine. 


‘ ; 2 
ture 18 65 minutes long. uses 500 


actors—a good many with speaking 


American Bible Society did much 
research on historical settings in the 
transmission of the Bible and con- 
sultations were held with leading 
Biblical scholars, historians and nu- 
merous church leaders. It is ex- 
pected to prove a landmark in en- 


couraging the reading of Holy 


parts—and has 65 elaborate sets. Scriptures. Release of the film co- 


In preparation for the picture, the incides with the observance this 


“While these Gospel narratives were beginning to circulate among the churches, still 
another man wrote a Gospel. In a different, yet glorious manner, he recorded his 
memories and insights. It is from him that we have the Gospel according to John.” 
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ABOVE: “The Emperor Constantine, in the 4th Century, called upon the greatest 

Christian scholar and historian of the time—Eusebius of Caesarea and ordered him | 
to assemble an edition of the complete Bible in Greek and to have 50 copies made.” | 
BELOw: “Pope Damascus commissioned Jerome to make an authoritative version 

in the Latin language. It took him more than twenty years to complete his famous 
translation, known today as the Latin Vulgate .. .” 


. 











year by Bible societies all over the 
world of the 150th anniversary of 
the founding of the first Bible so- 
ciety in Britain and the 500th anni- 
versary of the completion of the 
first printing of the Bible by Johann 
Gutenberg. 

Our Bible—How It Came To Us 
differs to some extent from other 
recent religious films in that its 
main purpose is to be educational 
rather than to propound a dramati« 
version of the founding of a denom- 
ination. This is not to say that the 


film is not dramatic, for it is—many 
scenes are thrilling, but the story 
proceeds at different levels of ten- 
sion and accuracy is never slighted 
in favor of dramatic license. Its 
purpose ts « learly to motivate read- 
ing of the Bible and to show the 
great sacrifices that have been made 
to bring the Book to all of us. 
* For details regarding the lease 
and/or outright purchase of prints 
of Our Bible write Mr. Henry H. 
Ragatz, American Bible Society, 


140 Fourth Avenue, New York City 


“The need and desire of the people for a vernacular Bible became so great that 
soon many notable scholars and churchmen were moved to champion this cause and 
to challenge the authority of the Church. In England, one of the most brilliant of these 
was John Wiclif—to whom we owe the first complete English translation. 


ABOVE: “In the year 1516, Erasmus issued the first printed Greek New Testament. 


In a parallel column was his own Latin translation . . 


. ‘and I would desire that women, 


too, should read the Gospels and Paul’s letters! 

BELOw: “Martin Luther claimed the right to interpret the Bible for himself, against 
any interpretation or rules made by his superiors. Outlawed by the Emperor, he threw 
his energies into a new translation of the Bible into German.” 


‘ 


(eas 
* 
“DIGNITARY: ‘We cannot have every clerk and farmer going to the Scripture of God 
to look and try therein whether the church believe aright or not!’ William Tyndale 


‘The people have a right to know whatsoever is promised in the Scripture to them 
that believe and obey God. That is right, holy, just!’ ” 


“Miles Coverdale, a fellow scholar, completed Tyndale’s work. The church finally 
yielded to the overwhelming desire of the people for acceptance of the Bible in their 
own language, and Coverdale was appointed to prepare a new edition to be placed 
in every parish ‘with the King’s most Gracious License.’ ” 


ABOVE: “And by this order, King James set into motion a work that was to produce 
the greatest translation of the Bible in any language 


BELow: “And so the great task was done. It took some years of effort on the part 
of the most notable group of scholars that had ever assembled to work jointly on a 
single project. Far more copies of the King James’ Version have been printed than 


of any book in the world’s history.” 
. . 
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Wire for the Fabric of U.S. Construction 


Sponsor: . Wire Reinforcement In- 
stitute, Inc. 

Title: The Builders, 31 min, color, 
produced by Industrial Motion 
Pictures, Inc. 

* Much of the body of material 

civilization is made of concrete. 

How the continent-wide limbs and 

towering bulks of this body were 

made to stand and endure is the 
story of The Builders. 

It is a story the Wire Reinforce- 
ment Institute understandably is 
eager to tell. The members of this 
Washington, D. C., trade association 
jointly manufacture and produce 
over 95% of the welded wire fabri 
used in this country for reinforce- 
ment of highways, buildings and 
concrete pipe. 

The Builders shapes its story 


around the men whose ideas welded 


Story of John Perry, 


wire fabr ? joint 


to make modern construction pos- 
sible, It uses the simple image of 
an impatient architectural student 
deadlocked with a text-bound pro 
fessor—and his rescue by a far- 
seeing dean—to place its biography 
in a progressive context: contemp- 
orary man must continue with bold 
ideas if he means to continue to 


eee ttt +4 


Short span, lightweight 





wit 


The Builders spans the prime in- 
spirations of man’s expanding arch- 
itecture through arch, truss and 
lintel to the intricate consolidation 
which is the skyscraper. An air 
giant rushing down a runway, tow- 
ers, poised sky high, roads, bridges, 
swimming pool apron, farm units, 
home foundations are seen made as 
mortar stained boots, shovels, 
troughs pack whitesolidarity 
against a wire threading. 

Writers Bill Ellis and Frank Sie- 
del (Editorial Services, Inc.) rein- 
forced their 
first-hand 


irchitecture around Cleveland, Ohio. 


script with extensive 


research into industrial 


Requiring over 13.000 miles of trav- 
el, the film integrates construction 
scenes in 13 states. Bob Altman of 
the Calvin Company directed the 
professional cast headed by John 
Seymour of Broadway and tv. 
The Wire Reinforcement Institute 
wants to tell this story to a broad 
U.S. audience. The Builders will 
thus be circulated nationally 
through the regional film exchanges 
of Modern Talking Picture Service, 
Inc. at transportation costs. It is 
also cleared for television use. 


The Electrotype Industry Shows Its Wares 


Sponsor: International Association 
of Electrotypers and Stereotypers, 
Ine. 

Title: The Electrotype, 274% min., 
color, produced by Farrell & Gage 
Films, Ine. 


* More than 200 independent elec- 
trotypers and stereotypers, afliliated 


with the [IAE&S, have cooperated in 
the production of this documentary 
movie showing the multiple stages 
in the production of an electrotype. 
While equipment and procedure va- 
ries from plant to plant, the electro- 
type process is essentially the same 
as recorded in the film. 

Scenes show some of the 30 basic 
steps in the actual production of an 
electrotype, but first, the historical 
background of printing is explored 
quite extensively from Egypt hie- 
roglyphs to the illuminated manu- 
scripts of the middle ages to Guten- 
berg. The film covers the invention 


(Left) — 


of the electrotyping process in 1840 
and cites its use in modern printing 
as not only a necessity for many 
types of printing, but as the best 
possible insurance for the printer 
and for users of printed matter in 
all types of letterpress printing. 

As benefits a subject devoted to 
the graphic arts, The Electrotype is 
an exceedingly handsome film with 


meticulous color rendition and fine 
attention to pictorial detail. How- 
ever, it is quite technical and its use 
is suggested primarily for audiences 
of printers, buyers of printing and 
students of graphic arts, although 
a b/w television version is also be- 
ing prepared. Both will be avail- 
able from the IAE&S, 701 Leader 
Bldg., Cleveland 14, Ohio. 


Resins’ Role in "A New World of Chemistry” 


Sponsor: Reichhold Chemicals, Inc. 

Title: A New World of Chemistry, 
30 min., color, produced by Sci- 
ence Pictures, Inc. 


* Just three years ago, Reichhold 
Chemicals, Inc. was practically un- 
known to the general public, and, 
in fact, little known to a great many 
businessmen. Yet, RCI is one of 
the world’s leading chemical com- 
panies with sales last year of $100,- 
000,000 and with 13 plants operat- 
ing in the U.S., three in Canada and 
21 in other parts of the world. It 
specializes in resins and allied prod- 
ucts. 

The reason for this seeming an- 
onymity of such an industrial giant 
is that (1) Reichhold sells no prod- 
ucts directly to the public; (2) the 
company had done practically no 
advertising and very little in public 
relations to inform the public or 
general industry about its activities: 
and (3) it is one of the unusual 
large concerns in American industry 
that is privately held, being owned 
by Henry H. Reichhold, who found- 
ed the company as a young man in 
Detroit in 1925. 


Serves Widening Market 


For many years, RCI had been 
active in only one major industry 

the paint business (or, the “pro- 
tective coatings” industry, as it pre- 
fers to be called in order to include 
other coatings—lacquer, varnish, 
etc.-other than paint), to which 
Reichhold sold over 90% of its out- 
put of resins. But in recent years, 
the company has found itself ready 
to serve a great many industries 
whose eyes had been opened to the 
value of resins and plasticizers. 

In order to let people know what 
RCI does. and to make its name 
more widely known in industry, 
Reichhold has lately embarked on a 
large scale—and successful—public 
relations campaign, and one import- 
ant part of this is the new film, A 
New World of Chemistry. 

This picture, almost entirely in- 
stitutional in nature (just one brief 
mention of Reichhold in passing) 
is designed to show what resins are 
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doing in modern industrial pro- 
cesses. Animated scenes show how 
resins are manufactured in theory, 
and later sequences demonstrate the 
actual large scale processes in de- 
tail and in live action. In the fin- 
ished form, resins become an im- 
portant part of the baked enamel 
finishes on cars, they are impreg- 
nated in cotton and rayon cloth for 
shrink resistance, in paper for wet 
strength, in printing inks for quick 
drying, in plywood bonds for 
strength, and lately in glass-rein- 
forced bodies for automobiles, such 
as the Chevrolet Corvette. In fact, 
Reichhold believes the application 
of resins in new products has just 
“scratched the surface’’ although 
pointing out that most resin-impreg- 
nated surfaces don’t scratch. 


Two Versions of the Film 


RCI’s film will be made in two 
versions—one for the general pub- 
lic, schools, TV, etc., and another 
with a bit more “sell” for use as 
an industrial sales tool on behalf of 
resins. It was first shown last month 
at premieres in each of the 20 U.S. 
cities in which the company has 
plants, sales offices or warehouses. 
These premiere showings, all on the 
same night, were attended by RCI 
employees, customers and _ local 
press representatives and were 
planned to let “plant city” people 
know more about the big new indus- 
try—synthetic resins—which they 
are a part of, directly, or indi- 
rectly. 


Henry H. Reichhold, f 
the chemica acer 


the pon 
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“So Small My Island” 


The People of Japan and Their Scenic Land in 


a Memorable Film by Pan-American Airways 


AN AMERICAN WorRLD AIRWAYS 
P* one of the oldest hands in the 
business of bringing forth travel 
films. The company has had its cam- 
eras poked at postcard scenes almost 
in the world and the 
results have been good. If you want 
to look at Hammerfest or Punta 
Arenas, Sydney or Nome, PAA can 


show it to you, and make it look as 


everywhere 


inviting as your vacation dreams. 
Recently, Pan Ameri- 
can’s thinking has undergone a shift 


however, 


away from simple scenic visualiza- 
The 
felt that what it wanted 
was a bridge between the full-scale 
social study documentaries and the 
familiar travelogue that would do 
fuller justice to the nature of a 
country 


tion of the countries it serves. 
company 


its people, as well as its 
scenery. 


A New Kind of Travelogue 


What has evolved from this is the 
first of a new kind of travelogue on 
which both PAA’s Director of 
Visual Sales and Training, Frank 
Howe, film’s producer, 
Henry Strauss Productions, have 
admittedly sweated copious amounts 


and the 


of blood for over a year. 

The new film is called So Small 
My Island (291% min., color) and 
it is about Japan, or, even more 
properly, about the Japanese people. 

From the beginning, the planners 

faced these two basic problems: 
. .. How to make a film that would 
appeal to audiences primarily in- 
terested in Japan’s scenic beauty as 
well as to those who might wish to 
gain a deeper understanding of the 
country’s way of life. 

. . How to give the film a visual 
feeling that would be authentically 
Japanese without seeming too alien 
for the general American audience 
to appreciate. 


* + * 


To meet these difficult goals re- 
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quired eight months of intensive 
research into Japanese history, 
geography, sociology, and even folk- 
lore. This 
means purely academic. Much of 
it was done on the spot and sug- 


research was by no 


gestions were sought from many 
Japanese sources. 


A Blend of Viewpoints 


To further that So 
Small My take the 
shape its producers had dreamed for 
it, a Japanese crew was assembled 


guarantee 
Island would 


as an addition to the basic produc- 


tion unit. This team ranged the 
island for weeks, under the supervi- 
Tens 
of thousands of feet were shot in 
industrial cities and fishing villages; 
at shrines and temples; parades and 
festivals. Cameras were aimed not 


sion of Howe and Strauss. 


only at preset scenes but at any 
“target of opportunity” that offered 
promise of a clarifying insight into 
Japanese life. Much of the sound 
was recorded live; and background 
music, added later, was, like the 
film, a blend of traditional Japanese 
with Western themes. 


Your Visit Isn’t “Typical” 


What emerged after months of 
editing is a picture that goes far 
beyond the casual visitor’s view- 
point of the island. There is a good 
deal of strikingly beautiful “geog- 
raphy”, but it is “Japanese geog- 
raphy”, seen as a Japanese would 
And the essence of the film 
is how that geography has shaped 
the life of the people and how they 
in turn have alteted and adapted it 
to meet both their physical and 
spiritual needs. 


see it. 


The lens-eye view of the film is 
that of a visitor to Japan, which, in 
itself, is not exactly a new “plot,” 
but resemblance to the typical ends 
right there. The visitor is played by 
(CONTINUED ON PAGE 52) 
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“ 


this country. It’s 
people have forged their 
mettle of equal parts... 
the old... 
Together they make up 
the true Japan . 


your yardstick... 


they remain inseparable 


from their past.” 










.. Its an alloy, 


Modern as they are on 


the outside . . . 





{bove: pictorial beauty of “a Torii gate on the inland sea.” and (left 
above) a Bugaku dancer whose “steps summon down the spirits.” 



































and the new. 


.. that’s 


inside 


Below: “ 


their daily business...in shirtsleeves or kimonos.. 


. you've learned your yardstick from the people, going about 


sandals or wedgies.” 
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Business-Sponsored Pictures 
Honored in 1954 Award Competition 


NONSENSUS SELECTIONS of 
C outstanding business-sponsored 
motion pictures and films of 
special interest to business and in 
dustry are listed for the first time 
by the Editors of Business SCREEN 
ais a new 


approach to national 


Nine 1954 
events in the U.S. and two foreign 
film festivals (Edinburgh and Ve 
nice) are 


awards competitive 


included in this review 
Distinguished jurists and national 
leaders who participated ims the 


Kreedoms Foundation medal a 
wards, the le adership jury who an 
nually select pictures as members 
of the National Committee on Films 
for Safety, the judges of National 
Visual Sales 


and of the motion picture classi 


Presentation awards 
fication in the annual “Better Copy 
Contest” of the Public Utilities Ad 
vertising Association, and the Kdi 
tors of ScHOLASTIC TEACHER maga 
zine are among those whose selec 


tions are listed 


Nominated Films Listed 


Traditional film festivals at Bos 
ton, Cleveland and Stamford, Conn 
where 


audience juries select out 


standing pictures, are other con 
tributors, Films selected by the hard 
working nominating committees for 
screening at these festivals (Boston 
and Cleveland) are also listed. Bos 


Awards of Merit to 


pictures shown but not receiving 


ton presents 
first or second place honors. The * 
indicates films receiving this certif 
icate of merit 

Only the winners of Golden Reel 
Awards at the recent American Film 
Assembly are included since the pre 
selection of films exhibited was nol 
on a merit basis. Films selected by 
America for 


showing at the forthcoming Edin 


the Film Council of 


burgh and Venice Film Festivals are 


designated 


Sponsor Is Ultimate Judge 


Certainly there were other excel 
lent sponsored films which were not 
entered in these competitive events 
Purpose is, after all, the principal 
criterion for judgment of any spon- 
sored film and film festival juries 
tend to favor appearance, general 


public interest content, and similar 
factors less important to the sponsor 
than a good training job accom- 
plished, sales results and many other 
internal factors wherein the sponsor 
himself is better qualified to judge 


the success of his film. 
Helps Promote the Medium 


But these judges and juries have 
spoke n 


field is of real public relations value 


Their contribution to this 


to all who serve and use this power 
ful medium. The honor they do thes« 
films is shared by all who sponsor. 
create, process and distribute them 

Only a few of the many pictures 
created for outright sale to schools 
and churches and awarded honors 
in classroom or religious sections of 
the film festivals are included. Our 
primary interest is in those films 


which serve business and 


were 
created for business use. 
Here Are Consensus Titles 
Airhead. Sikorsky Air 
craft Producer: Marathon TV 
Newsree! Inc 1954 exhibition 
Edinburgh, Venice. 


Sponsor ; 


Cleveland, 


Action Needed. Sponsor: 
ber of Commeres 


U.S. Cham 
Producer: Raph 
Wolff Studios. 1954 exhibi 
tion: Venice. 


A Is For Atom. Sponsor: General 
Electric Co Producer: John 
Sutherland Productions. 1954 exhi 
bition: Freedoms Foundation (medal 
award); Golden Reel Award; Scho- 
lastic Magazine Award; Stamford 
(first award); Edinburgh, Venice. 


ael G 


All America Roses. Sponsor: All. 
America Rose Selections. Pro 
D.P.M. Productions, Inc., 1954 


exhibition: Cleveland. 


duce? 


indicate Merit Award at Boston 


All But a Few. Sponsor: Shriners’ 

Hospital for Crippled Children. 
Producer: Raphael G. Wolff Studios. 
1954 exhibition: Freedoms Founda- 
tion (medal award); Venice. 


American Farmer. 

Motor Co. Producer: MPO Pro- 
ductions, Ine. 1954 exhibition: 
Cleveland, Golden Reel Award; Edin- 
burgh, Venice. 


Sponsor: Ford 


American Frontier. Sponsor: Ameri- 

can Petroleum Institute. Pro- 
ducer: Affiliated Films. 1954 exhi- 
bition: Boston*, Edinburgh, Venice. 


The American Road. Sponsor: Ford 

Motor Co. Producer: MPO Pro- 
ductions, Inc. 1954 exhibition: Free- 
doms Foundation (medal award); 
Golden Reel Award; Scholastic Mag- 
azine Award. 


And Earth Shall Give Back Life. 

Sponsor: E. R. Squibb & Sons. 
Producer: Louis de Rochemont. 1954 
exhibition: Scholastic Magazine 
Award. 


At This Moment. Sponsor: Westing 

house Airbrake Co. Producer: The 
Jam Handy Organization. 1954 exhi 
bition: Edinburgh, Venice. 


Arts and Crafts of the Southwest 

Indians. Sponsor: Santa Fe Rail- 
way. Producer: Ernest Kleinberg. 
1954 exhibition: Scholastic Maga 
zine Award. 


The Atom Goes To Sea. Sponsor: 
General Electric Co. 1954 exhibi- 
tion: Edinburgh, Venice. 


Atomic Research: Areas and Devel- 

opment. Distributor: (Sale and 
rental): Coronet Films. 1954 exhi- 
bition: Venice. 


Atomisation. Sponsor: Shell Oil Co. 
1954 exhibition: Cleveland. 


The Baltimore Plan. Sponsor: The 

Twentieth Century Fund. Distrib- 
utor (sale and rental): Encyclo 
paedia Britannica Films, Inc. 1954 
exhibition: Freedoms Foundation 
(medal award); Scholastic Magazine 
Award, 


The Big Vacation. Sponsor: Ameri- 

ean Airlines. Producer: Dynamic 
Films, Ine. 1954 exhibition: Cleve- 
land. 


Birds of the Prairie. Sponsor: Min- 

neapolis-Moline Co. Producer: 
Martin Bovey Films. 1954 exhibi 
tion: Cleveland. 


Boston: City of Yesterday and To- 
morrow. Sponsor: Greater Boston 
Chamber of Commerce. Producer: 





These 1954 Exhibitions and Competitive Events 


Supplied Data for the Consensus-Award Listings 


Leadership Judging 
freedoms Foundation Awards 
The National Committee 

on Films for Safety 
National Visual Sales 
Presentation Awards 
“Better Copy Contest” 


Public Utilities Adv. Assn. 


Scholastic Magazine Awards 


Public Film Festivals 
lth Annual Boston Festival 
7th Annual Cleveland Festival 
Stamford Film Festival 
Golden Reel Awards 
American Film Assembly 
Edinburgh Film Festival 
Venice Exhibition of 
Cinematographic Art 





BUSINESS SCREE™ 


Martin Bovey Films. 1954 exhibition: 
Boston*, Cleveland, Edinburgh, Ven- 
ice. 


Bounty of the Forest. Sponsor: 
Western Pine Assn. Producer: 
Gene K. Walker Productions. 1954 
exhibition: Boston’. 


Building A Rural Community Center. 

Sponsor: Rural Research Institute, 
Inc. Producer: Owen Murphy Pro- 
ductions, Inc. 1954 exhibition: Edin- 
burgh. 


A Call for a Man. Sponsor: U.S. 

Army. Producer: MPO Produc- 
tions, Inc. 1954 exhibition: Cleve- 
land. 


Canadian Pattern. Sponsor: Cana- 
dian Pacific Railroad. Producer: 

Associated Screen News, Ltd. 1954 

Exhibition: Cleveland, Edinburgh. 


Catfishin’ is for Saturdays. Sponsor 

Georgia Chamber of Commerce. 
Producer: Fordel Films, Inc. 1954 
Exhibition: Cleveland. 


Cheechako . .. Tale of Alaska. 

Sponsor: Kiekhaefer Corp. Pro- 
ducer: Jack Camp. 1954 exhibition: 
Edinburgh. 


Chuck Hansen—One Guy. Sponsor: 
National Conference of Christians 
& Jews. Producer: D.P.M. Produc- 
tions. 1954 exhibition: Freedoms 
Foundation (medal award). 


Clear Iron. Sponsor: The Budd Co. 
Producer: Marathon TV Newsreel, 
Inc. 1954 exhibition: Edinburgh. 


Competition and Big Business. Dis- 
tributor (sale and rental): Ency 
clopaedia Britannica Films, Inc. and 
the Twentieth Century Fund. 1954 
Exhibition: Cleveland (“Oscar’’). 


Convertibility Features of the R7V 
1/e-12/e Super Constellation, 
Sponsor: Lockheed Aircraft 
1954 exhibition: Boston". 
Dearborn Holiday. 
Motor Co. 1954 
Boston". 


Corp. 


Sponsor: Ford 


exhibition: 


Decision for Chemistry. Sponsor: 

Monsanto Chemical Co. Producer: 
MPO Productions, Inc. 1954 exhibi- 
tion: Cleveland, Scholastic Magazine 
Award; Edinburgh, Venice. 


Deep Roots. Sponsor: Champion 

Paper and Fibre Co. Producer: 
Wilding Picture Productions, Inc. 
1954 exhibition: Cleveland. 


Dynamic Measurement. Sponsor: 
Consolidated Engineering Corp. 
Producer: Jack L. Copeland & Asso- 
ciates. 1954 exhibition: Cleveland 
(“Oscar”). 


Design for Selling. Sponsor: John- 

son & Johnson. Producer: Henry 
Strauss & Co., Inc. 1954 exhibition: 
Cleveland. 


Escape from Limbo. Sponsor: Penn- 

sylvania Railroad Co. Producer: 
Unifilms, Ine. 1954 += exhibition: 
National Committee on Films for 
Safety (plaque award); Cleveland, 
Edinburgh, Venice. 


Farm Petroleum Safety. Sponsor: 
American Petroleum Institute. 
Producer: Colburn Film _ Service. 
1954 exhibition: Boston (first 
award); Golden Reel Award. 
500,000 to One. Sponsor: Sinclair 
Refining Co. Producer: Atlas Film 
Corp. 1954 exhibition: Cleveland 
(“Oscar”). 
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The Fossil Story. Sponsor: Shell Oil 


Co. Producer: New World Produc- 
tions. 1954 exhibition: Boston*, Scho- 
lastic Magazine Award. 


Freedom Valley. Sponsor: Philadel- 

phia Electric Co. Producer: Louis 
W. Kellman Productions. 1954 exhi- 
bition: Public Utilities Adv. Assn. 
(first award). 


Future Farmers of America Silver 

Anniversary. Sponsor: Firestone 
Tire & Rubber Co. Producer: Owen 
Murphy Productions, Inc. 1954 exhi- 
bition: Edinburgh, Venice. 


The Gamblers. Sponsor: Caterpillar 

Tractor Co. Producer: The Calvin 
Co. 1954 exhibition: Cleveland 
(“Oscar”); National Committee on 
Films for Safety Award. 


Garden Wise. Sponsor: Monsanto 

Chemical Co. Producer: MPO Pro- 
ductions, Inc. 1954 exhibition: Cleve- 
land. 


Glass Center of Corning. 

Corning Glass Works. 
Paul Hance Productions. 
bition: 


Sponsor: 
Producer: 
1954 exhi- 
Scholastic Magazine Award. 


Good Business. Sponsor: 
*aper Co. 


Champion 
Producer: Wilding Pic- 
ture Productions, Inc. 1954 exhibi- 
tion: Freedoms Foundation (medal 
award). 


Mrs. Hazard’s House. Sponsor. Pru- 

dential Insurance Co. Producer: 
King Horton Productions. 1954 ex- 
hibition: Cleveland. 


Highway by the Sea. Sponsor: Ford 

Motor Co. Producer: Dynamic 
Films, Inc. 1954 exhibition: Edin- 
burgh, Venice. 


* indicates Merit Award at Boston 


Audience juries at Cleveland Film Festival were provided 


evaluation form for selecting ‘Oscar 


The Hope of Tomorrow. 
Ford Motor Co. 

Freedoms 

award.) 


Sponsor: 
1954 exhibition: 
Foundation (medal 


The House on Cedar Hill. Sponsor: 
Frederick Douglas Memorial Assn. 
and the National Assn. of Colored 
Women. 1954 exhibition: Freedoms 
Foundation (medal award). 


Hunting with a Camera. Sponsor: 

Canadian Government Travel Bu- 
reau, Producer: Stephen Greenlees 
Films. 1954 exhibition: Scholastic 
Magazine Award. 


Inside Cackle Corner. 

Harding College. Producer: John 
Sutherland Productions. 1954 exhi- 
bition: Freedoms Foundation (medal 
award). 


Sponsor: 


International Communism. Sponsor: 

Office of Armed Forces Depart- 
ment of Information and Education. 
1954 exhibition: Freedoms Founda- 
tion (medal award). 


In the Beginning. Sponsor: General 
Petroleum Corp. Socony-Vacuum 


Oil Co. Producer: Cate & McGlone. 
1954 exhibition: Boston (second 


award); Cleveland, 


Venice. 


Edinburgh, 


Introduction of 1954 Models. Spon- 


sor: Ford Motor Co. Producer: 
Wilding Picture Productions, Ine. 
1954 exhibition: Boston (pioneer 


award), Cleveland (certificate of 


achievement). 


Invitation to New York. 

American Airlines. Producer: Dy- 
namic Films, Inc. 1954 exhibition: 
Edinburgh, Venice. 


Sponsor: 


Land of Everyday Miracles. Sponsor: 
Standard Brands. Producer: 
Warner Pathe News. 1954 exhibi- 


with this film 


winners. 


EVALUATION SHEET 





TITLE ____ a LENGTH 
REVIEWER . ———— REVIEW DATE ——__ 
TOP FILM 
TECHNICAL SCORE SCORE 
PHOTOGRAPHIC QUALITY - (Focus - lighting - use of camera) | “ae 


EDITING QUALITY (Well constructed sequences - bridges, etc.) 10 | 





NARRATIVE QUALITY (Is word story well written 7) 10 
MUSIC (Does it match action and avoid fighting the voice 7) 5 | 
VOICE (Does it match the picture subject 7) 5 | | 
SOUND TRACK (Is it quiet - undistorted - rich?) | 5 | 
GENERAL ‘ | | | 
Good presentation of film message 10 
Satovest sustained and well balanced 10 | | } 
‘Acceptability of propaganda or absence of | 10 | | 
Informative value pis 10 | | 
Good public relations 10 | 
: aoa xe ; ne ae “TOTAL 100 | 





Producer and/or Sp 


COMMENTS: 
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1954 


tion: Freedoms Foundation (medal 

award). 

Leather in Your Life. Sponsor: 
Leather Industries of America. 


Producer: 
exhibition: 


Dynamic Films, Inc. 1954 
Stamford (award). 


Living City. Distributor (sale and 

rental): Encyclopaedia Britannica 
Films, Ine. 1954 exhibition: Acad- 
emy Award Nomination; Boston*; 
Cleveland. 


Living Insurance. Sponsor: 
can Cancer Society. 
tion: Cleveland. 


Ameri- 
1954 exhibi- 


Log of a Captain. Sponsor: Pan 
American World Airways. Pro- 
ducer: Henry Strauss Productions, 


1954 exhibition: Cleveland. 


Look Who's Driving. Sponsor: Aetna 
Casualty and Surety Co. Pro 
ducer: United Productions of Amer- 
ica. 1954 exhibition: National Com- 
mittee on Films for Safety (plaque 
award); Edinburgh, Venice. 


Man to Man. Sponsor: Governments 


of Alaska, New York and Michi 
gan, Mental Health Film Board. 
Producer: Affiliated Film Producers. 
1954 exhibition: Cleveland (“Os- 


car’); Edinburgh, Venice. 


Man With a Thousand Hands. Spon- 
International Harvester Co. 
Producer: A unit of Associated 
Screen News, Ltd.. Canada, with the 
assistance of Pat Dowling Pictures 
and Charles Palmer. 1954 exhibi-. 
tion: Stamford (first award); Edin- 
burgh, Venice. 


sor: 


Massachusetts Morning. Sponsor: 
The Massachusetts Society for the 
Prevention of Cruelty to Children. 
Producer: Dekko Film Productions, 
Inc. 1954 exhibition: Boston’, 


Midwest Holiday. Sponsor: Standard 

Oil Co. (Ind). Producer: Wilding 
Picture Productions, Inc. 1954 exhi- 
bition: Freedoms Foundation (medal 
award). 


Molly Grows Up. Sponsor: Personal 
Products. Producer: Photo & 
Sound Productions, Inc. Medical 
Arts Productions. 1954 exhibition: 
Cleveland, Edinburgh, Venice. 


Of Time and Salesmen. 
Dun & Bradstreet. Producer: 
Wilding Picture Productions, Inc. 
1954 exhibition: Cleveland. 


Sponsor: 


Oklahoma and Its Natural Resources. 

Sponsor: Sinclair Refining Co. 
Producer: Frederick K. Rockett Co. 
1954 exhibition: Scholastic Magazine 
Award; Stamford (award). 


One Out of Seven. Sponsor: Ford 
Motor Co. Producer: Wilding Pic- 

ture Productions, Inc. 1954 exhibi- 

tion: Edinburgh, Venice. 

Once Upon a Penny. Sponsor: Phil- 


adelphia Saving Fund, 1954 exhi- 
bition: Venice. 


Opportunities Unlimited. Sponsor: 
National Assn. of Manufacturers. 


Producer: Arthur Lodge Produc- 
tions, Inc. 1954 exhibition: Cleve 
land, Freedoms Foundation (medal 
award). 

The Other Woman in Your Life. 


Sponsor: Kraft Food Co. Producer: 
Raphael G. Wolff Studios. 1954 ex- 
hibition: Cleveland. 


Above: the Business Screen ‘Seal of 
Excellence’ ha 


been created tor 


sutstanding business-sponsored mo 
tion picture tX pe elected by 


oteda authoritie 


Our United States Flag. Sponsor: 
Dettra Flag Co, Producer: The 
DeFrenes Company. 1954 exhibi 


tion: Freedoms 
award), 


Foundation (medal 


Out of the Darkness. Sponsor: The 
General Electric Co. 
The March of Time. 
National Visual Sales Presentation 
(second award); Stamford (first 
award); Edinburgh, Venice. 


Producer: 
1954 exhibition: 


Overcoming Objections. Distributor 


(sale and rental): The Dartnell 
Corp. Producer: The Jam Handy 
Organization. 1954 exhibition: 


Cleveland (“Oscar”), 

Paddle a Safe Canoe. Sponsor: 
Aetna Casualty & Surety Co. Pro 

ducer: Aetna, 1954 exhibition: 

Venice, 


Paper in the Making. Sponsor: In 

ternational Paper Co. Producer: 
Raphael G. Wolff Studios. 1954 ex 
hibition: Venice. 


Paper Works. Sponsor: The Cham 

pion Paper and Fibre Co. Pro 
ducer: Wilding Picture Productions, 
Inc. 1954 exhibition: Boston’. 


Patent Ductus Arteriosus, Sponsor: 

E. R. Squibb & Sons. Producer: 
Sturgis-Grant Productions, Inc. 1954 
exhibition: Cleveland (“Oscar”); 
Golden Reel Award. 


Peter and the Whiffle Hound. Spon- 
sor: Liberty Mutual Insurance Co, 
Producer: Dekko Film Productions, 
Inc. 1954 exhibition: Boston*, Na 
tional Committee on Films for 
Safety (plaque award); Venice. 


Pioneer of Progress. Sponsor: Amer 

ican Iron & Steel Institute. Pro 
ducer: Warner Pathe News. 1954 
exhibition: Freedoms Foundation 
(medal award). 


Play It Safe. Sponsor: Peninsula 
Grinding Wheel Sales Corp. 1954 
exhibition: Boston’. 


Quality in Photographic Lenses, 
Sponsor: Eastman Kodak, 1954 
exhibition: Golden Reel Award. 


The Real MeCoy. Sponsor: Gulf Re 
fining Co. Producer: The Calvin 
Company. 1954 exhibition: Cleve 
land, 
* indicates Merit Award at Boston 


(CONTINUED ON THE NEXT PAGE) 
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Films Selected in 
1954 Award Competition: 


(CONTINUED FROM PRECEDING PAGE) 


Resistance Welding of Stainless 

Steel. Sponsor: Allegheny Ludlum 
Steel Corp. Producer: Mode-Art Pic- 
tures, Inc. 1954 exhibition: Cleve- 
land, 


Safety Is No Accident. 
Markel Service, Inc. 
Victor Kayfetz 


1954 exhibition: 


The Safety Pin. Sponsor: 

Co. Producer: Reid H. 
Industries, Inc. 19654 
Cleveland. 


Sponsor: 

Producer: 
Productions, Inc. 
Cleveland. 


Deere & 
Ray Film 
exhibition: 


Seeing Is Believing. Sponsor: Cater- 

pillar Tractor Co. Producer: The 
Calvin Company. 1954 exhibition: 
Cleveland, 


Song of the Feathered Serpent. 

Sponsor: P. Lorillard Co. Pro- 
ducer: Alan Shilin Productions, Inc. 
1954 exhibition: Boston*, Edinburgh, 
Venice. 


So Small My Island. Sponsor: Pan 

American Airlines. Producer: 
Henry Strauss & Co. 1954 exhibi 
tion: Edinburgh. 


Speaking of Wire Rope. Sponsor: 

United States Steel Corp. Pro- 
ducer: Roland Reed Productions. 
1954 exhibition: Cleveland. 


The Story of Packaging. 
Continental Can Co 
Transfilm, Ine, 1954 
Freedoms 
award). 


Sponsor: 
Producer: 
exhibition: 
Foundation (medal 


The Studebaker Story. Sponsor: The 
Studebaker Corp. Producer: Screen 
Gems, Inc. 1954 exhibition: Cleve 
land; Freedoms Foundation (medal 
award); National Visual Sales Pre 
sentation (third award). 
The Talking Car. Sponsor: Ameri 
can Auto Assn. Producer: Fred- 
erick K. Rockett Company. 1954 
exhibition: Boston*, Cleveland, Na- 
tional Committee on Films for 
Safety*, Stamford’. 


Technique for Tomorrow. Sponsor: 

Ford Motor Co. Producer: MPO 
Productions, Ine 1954 exhibition: 
Edinburgh, Venice. 


The Telephone Goes to Camp. Spon 

sor: American 
Telegraph Co, 
Sutherland 
exhibition: 


Telephone and 
Producer: John 
Productions, Inc. 1954 
Cleveland (“Oscar”). 


* Indicates Merit Award at Boston 


tt 
ill! 
wae: 7 


This Is Progress. Sponsor: General 

Motors Corp. Producer: Raphael 
G. Wolff Studios. 1954 exhibition: 
National Visual Sales Presentation 
(first award). Boston (pioneer 
award), Venice. (3-D film). 


To Conserve Our Heritage. Sponsor: 

Minneapolis-Moline @o, Producer: 
Martin Bovey Films. 1954 exhibi- 
tion: Boston (first award); Free- 
doms Foundation (medal award); 
Edinburgh, Venice. 


Toward a Generation of Safer 

Drivers. Sponsor: Aetna Casualty 
& Surety Co. Producer: Aetna. 
1954 exhibition: Edinburgh. 


Train We Must. Sponsor: National 

Board of Fire Underwriters. Pro- 
ducer: Audio Productions, Inc. 1954 
exhibition: Cleveland. 


Transistor. Sponsor: American Tele- 

phone & Telegraph Co, Producer: 
Transfilm, Ine. 1954 _ exhibition: 
Cleveland. 


Using Bank Credit. Sponsor: Ameri- 
can Banker’s Assn. Producer: 

Caravel Films, Inc. 1954 exhibition: 

Scholastic Magazine Award. 


Via Port of New York. Sponsor: 

The Port of New York Authority. 
Producer: The Princeton Film Cen- 
ter. 1954 exhibition: Boston’, Edin- 
burgh, Venice. 


Waterfowl! in the Spring. Sponsor: 

Minneapolis-Moline Co. Producer: 
Martin Bovey Films. 1954 exhibi- 
tion: Boston’. 


Water Wisdom. Sponsor: Tennessee 
Valley Authority. Producer: 
Southern Educational Film Produc- 
tion Service. 1954 exhibition: Cleve- 
land, National Committee on Films 
for Safety Awards’. 
Weirton, U.S.A. Sponsor: Weirton 
Steel Co. Producer: RKO Pathe, 
Inc. 1954 exhibition: Freedoms 
Foundation (medal award), 


Welcome to Washington. 
Esso Standard Oil Co. 
John Bransby. 1954 
Freedoms 
award). 


Sponsor: 
Producer: 
exhibition: 
Foundation (medal 


Dow- 
Doane 
Cleve- 


What's a Silicon? Sponsor: 

Corning Corp. Producer: 
Productions, 1954 exhibition: 
land. 


Who Are the People of America? 

Distributor: Coronet Films, 1954 
exhibition: Freedoms Foundation 
(medal award). 


White Thunder. Sponsor: Ford Motor 

Co. Producer: MPO Productions, 
Ine. 1954 exhibition: Cleveland, 
Edinburgh, Venice. 


Wings to Haiti. Sponsor: Pan Amer- 
ican Airlines. Producer: Jean Oser 
1954 exhibition: Cleveland. 


Within Man's Power. Sponsor: Na- 
tional Tuberculosis Assn. 1954 
exhibition: Venice. 


World in a Week—California. Spon- 

sor: United Air Lines. Producer: 
Cate & MecGlone. 1954 exhibition: 
Boston (first award); Edinburgh, 
Venice 





Georgia Business Campaigns for Schools 
STATE CHAMBER OF COMMERCE EMULATES NATIONAL PROGRAM 


Sponsor: The Georgia State Cham- 


ber of Commerce. 

Title: “Catfishin” Is For Satur- 
days, 15 min., color, produced by 
Fordel Films, Inc. 


* Georgia, now undergoing agri- 
cultural, economic and social 
changes that have revitalized the 
state in the past decade, is deter- 
mined to pay more attention to its 
educational system than it ever has 
in the past. As recently as five years 
ago, Georgia ranked a poor 4st 
among the states in expenditure per 
pupil for education ~ outranking 
only some of its nearby South-East- 
ern neighbors. 


Takes a Hand 


But with the rise 
economy has come a_ recognition 
that only a well-educated people can 
continue this progress, 


Industry 


in the state’s 


and Geor- 
gia’s industry, as represented by its 
State Chamber of Commerce, has 
begun a campaign to persuade the 
parents of Georgia to take an active 
interest in their local schools and to 
participate in P.T.A. activities. 

An important part in this cam- 
paign has been played by a new 
film, “Catfishin” Is For Saturdays, 
which has already been seen by an 
estimated one million Georgians 
(through local civic groups, P.T.A., 
and TV showings). As the film 
points out, “Neither fathers, moth- 
ers nor students can afford to be 
truants” in the building and utiliza- 
tion of a good school system. 


Putting across its message quietly 
but effectively, the film avoids 
“preaching” to parents. The script, 
by Oeveste Granducci, is built 
around a truant schoolboy who de- 
cides to skip school and go catfish- 
ing. Down by the river he comes 
across a strangely-dressed man who 
turns out to be General Oglethorpe, 
the founder of Georgia. While lead- 
ing Jimmy back to school, General 
Oglethorpe explains to him some of 
the material values of education, 
and also points out the need for 
good schools, good teachers, and 
school-conscious parents. The film 
has the effect of stressing more the 
individual parents’ responsibility to 
the child rather than to a vague 
sense of community feeling. Young 
Georgians are qualified to vote at 
18 (alone among the states), and 
Georgia is banking heavily on its 
young people for the future. 


The Need is Greater 


“Catfishin” Is For Saturdays was 
made before the recent Supreme 
Court decision on segregated 
What effect this will have 
on the future of Georgia’s public 
school system is a moot point. The 
film is segregated into scenes pri- 
marily of white schools, parents and 
children, but with other sequences 
depicting Negro school activities. 

“Catfishin” Is For Saturdays was 
filmed on location by a Fordel pro- 
duction staff, using mobile sound 
equipment for on-the-spot sound re- 
cording. 


schools. 


An Editorial Memo to Mr. Robert Young 


Dear Sir: 


The postcard below was sent thousands of business and educational 
film users by the former administration of the New York Central. 
This needless gesture, terminating a useful training and information 


activity, should be reviewed. 


You will set an example of alert pub- 


lic relations and the road will benefit by a well-directed visual edu- 


cation program. 


466 Lexington Avenue, New York 17, N. 


Thank you for your recent inquiry concerning New York Central 


motion pictures. 


The New York Central has discontinued supplying motion pictures. 
We regret that we are, therefore, unable to comply with your request. 


Your interest in the railroad is greatly appreciated. 


Public Relations Department 
NEW YORK CENTRAL SYSTEM 
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It’s the picture that counts 


IViPD Productions Ine. 


EAST 53rd ST. 


NEW YORK 22 


MURRAY HILL 86-7830 
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Pressure equipment 


Hot-Spray La 


ringer pera 


Facts About Lacquer 
Reviewed for Industry 


Sponsor: Hercules Powder Com- 


pany, 

Title: Flight to Lacquer, 
color, produced by Farrell & Gage 
Films, Ine. 


20 min.. 


* This film was designed to do a 
straight selling job, not to Hercules’ 
customers but to the customers’ cus 
tomers. Hercules, which in essence 
takes pine stumps and cotton and 
makes turpene chemicals from them, 
sells nothing to the public, but sup- 
plies hundreds of industries with 
essential raw materials. One of the 
more important of these is the 
lacquer business. To promote the 
use of its nitrocellulose chemicals 
by the industry, Hercules has main 


tained a lacquer promotion cam 
paign for the past five years. 
Several years ago, as a part of 
this campaign, the company brought 
out a littl 12-minute, b/w film 
which has been used to illustrate 
some of the basic facts about lac- 
quer. Flight to Lacquer, the new 
film, broadens the s ope of the older 
picture and tells the story a little 
more elaborately. It was photo 
graphed at many points from coast 
to coast, and is a first-class produc 
tion job, 
Flight to Lac quer details six case 


histories in which 


nitrocellulose 
lacquer finishing systems have 
solved serious problems for manu- 
lord 
Motor Company's replacement of a 
baked-on enamel for the M-48 tank 
with a high speed two-coat lacquer, 
thus saving $1,000,000 for 


facturers. 


Among them are 


\meri 
\ireraft 
now uses one coat ol hot sprayed 


can taxpayers. Douglas 


lacquer, permitting new planes to 
fly away just two hours after enter 
Other se 


quences show how modern lacquer 


ing the “paint” shop. 


application methods are used in 


furniture, bus, truck and 


piano, 
machine tool industries. 

Hercules invites its cust-mers to 
use Flight to Lacquer for showings 
before 


company sales meetings 


what's new in sponsored pictures 


technical groups or anywhere else 
it will benefit them. ‘The film is 
available 


from any Hercules sales 


or technical service representative. 


Ciga Hotels Take You 
on a Holiday in Italy 


Ciga Hotels of Italy. 
Title: Holiday in Italy with Ciga, 


,) min., 


Sponsor: 

color. produced by Cole- 
man Productions. 

*& Most of the tourist 

visits in Italy he finds the best hotel 


in town——the 


plac es the 


is run 
To make 
visitors from the 
U.S. know this in advance, 


gr ind” hotel 
by a company called Ciga. 

sure prospective 
Ciga is 
distributing a pleasant travel film 
which shows a lot of scenes a typi- 


cal Italian holiday might cover. 


It starts out with seven minutes 


on Rome, where the young Ameri- 
can couple are staying at the famed 
Excelsior Hotel and visit the usual 
postcard scenes—-the Vatican, 
On to the 
Excelsior in Naples, they visit Pom- 


Forum, Colosseum, etc. 


peii, Amalfi and Capri. 

In the North, after brief stops in 
Genoa and Milan, the film goes on 
to see Stresa on Lake Magyiore, and 
winds up with a good look at 
Venice, where the Ciga people have 
some four big hostelries. 


“The Lonely Night" 
New Film on Psychiatry 
* Irving Jacoby and Willard Van 
Dyke (Affiliated Films, Inc.) have 
produced a new film on psychiatry, 
The Lonely Night, under the super- 
Mental Health Film 


Board. Presenting two case histories 


vision of the 











in Bus 


siness 


Association. 


the Sinclair Refining Co. 








“5 AWARDS | 


FOR CROWNING EXCELLENCE 


Jilm Production 


“THE TALKING CAR” sponsored by the American Automobile 


2 AWARDS presented by 
Safety Council and Stamford Film Festival 


“OKLAHOMA AND ITS NATURAL RESOURCES” sponsored by 





National 


2 AWARDS Presented by Stamford Film 
Festival and Scholastic Teachers Magazine 


“DRIVE RIGHT” sponsored by the U. S. Navy. 
1 AWARD presented by National Safety Council. 


producers for over a 


quarter-century 


Slide films ¢ Motion pictures ¢ Films for TV 


of contrasting family environment, 
the film shows how the love and 
help the 
children become happy and well ad- 
justed while in another family a 
little girl, despite the devotion of her 
father, is haunted by fears and grows 
up with insecurity. 

Many of the subsequent scenes 
take place in a psychiatrist’s office 
as he works carefully to cure her. 

The intent of The Lonely Night 
is to correct misconceptions about 


guidance of one family 


mental illness and demonstrate typ- 
ical methods of elemental therapy. 


“so small my island" 


{CONTINUED FROM PAGE 47) 


the camera, itself, though it should 
be pointed out that this is not done 
blatantly for striking cinematic ef- 
fect, but quietly and very naturally. 
And the narration of the visitor is 
not that of the wide-eyed honey- 
mooners usually found in these 
films. This narrator is a thoughtful 
man, whose understanding of Japan 
grows as the film progresses. 

At first baffled by Tokyo — so 
very much like Chicago or Rome 
or Rio or any other large city — he 
begins to see the characteristics of 
the people as he gets away from the 
city. 

The film doesn’t make much ef- 
fort to say where the visitor does 
go—never says: “This is Yoka- 
hama” or “Here is the south coast 
of Hokkaido.” 

It takes him instead to see people 
working at farming and fishing, at 
contemplating the 
flower arrangement, 


infinite of a 
or the long, 
intricate Japanese drama. 

The impression finally left with 
the visitor is of the complex balance 
in Japan between the Geisha and 
the bobby-soxer, between the Shinto 
priest and the ardent baseball fan 
of the new Japan. 

Henry Strauss took a small crew 
of American film production people 
to Japan to make the picture, and 
with this nucleus and a good-sized 
staff of Japanese technicians shot 
tens of thousands of feet of film 
for many weeks. Live sound was 
recorded on the spot. With so much 
raw material to work with, editing 
and re-editing went on for months 
until a final version was ready. 

Pan American may well feel very 
proud of the final result. There is 
little doubt that the film will be a 
standard to shoot at for years to 
come. The big airline which oper- 
ates, in effect, within the boundaries 
of other countries at their invitation, 
has taken a tremendous step to help 
create better understanding between 
these countries and the American 


people. n 
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When you sell heavy equipment like an 
industrial mixing machine, you can’t 
carry the product around in your brief 
case. In the case of LIGHTNIN MIX- 
ERS, some of which weigh a ton or 
more, selling problems are further com- 
plicated because every mixer is made to 
solve a specific fluid-mixing problem. 
Selling the engineering principles in- 
volved is a prerequisite to selling the 


equipment itself. 

So the Mixing Equipment Company, 
makers of LIGHTNIN MIXERS, let 
movies do the demonstrating. Their 
16mm. film, “Fluid Mixing,” dramatizes 
—in color and sound—the efficiency of 
modern mixer design. 





Movies help keep people 
on the move... 
in UNITED MAINLINERS 


“THE BIGGEST BENEFIT from our 
movie program,” a Mixing Equipment 
representative says, “is that all important 
buying influences in a customer compan) 
can be concentrated in a single presenta- 
tion. One recent showing, for example, 
pulled in an audience of 250 engineers, 
That's a lot of buying influence. And it 
represents a tremendous saving in selling 
costs, too.” 

The movie has also proved ideal for 
training new representatives. And thou- 
sands of future prospects are now learn- 
ing about Mixing Equipment through 
showings to engineering classes at many 
colleges. 

Kodascope Pageant Sound Projectors 


EASTMAN KODAK COMPANY ~ | 
Dept. 8-V, Rochester 4, N.Y. 


Please send me the name of the nearest Kodak Audio-Visval Dealer and 
complete information on equipment checked: 


Kodascope l6mm. Pageant Sound Projectors 





How movies lighten the load for Lightnin Mixer salesmen 


are used by company representatives to 
show the film. They like Pageants be- 
cause maintenance problems in the field 
are eliminated by the exclusive pre-lubri- 
cation feature. They find Pageants are 
easy to set up and operate, too. And the 
projector's amazingly faithful sound re- 
production is mighty important when 
showing the film to a large audience, 

For dramatic selling that’s convenient, 
economical, and effective, use movies 
shown with 16mm, Pageant Projectors. 
Pageant prices start at a remarkably low 
$375 (subject to change without notice). 
Ask your Kodak Audio-Visual Dealer 
for a free demonstration or mail the 
coupon for full details. 













To interest travelers in seeing California by air, United Airlines recently 
made a 16mm. Kodachrome movie, ‘‘A World in a Week—California.”’ 

It's an unusual movie with a built-in birdman's-eye view. Many unique 
shots in the film were taken by two remote-controlled 16mm. Cine-Kodak 
Special I! Cameras mounted in aluminum boxes on the plane's tail. 

During the past few months, the film has been shown to hundreds of 
schools, clubs, and travel-minded groups. Already United has noticed an 
increase in bookings. 

This is the sixth traffic-boosting United Airlines film to be made with 
Cine-Kodak Special Il Cameras. Perhaps you, too, have a selling or public- 
relations story that can be told more dramatically and effectively in movies. 
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Kodak Announces Appointments 
in Production Section Regrouping 


* Two new managers and a super- 
visor moved into place as two major 
sections expanded into three at East- 
man Kodak Company’s Kodak Park 
works: 

A. Ratpu Eckperc is managing 
the engineering, construction, main- 
tenance and utilities organization. 

Joun H. FoLwe.y is managing 
the manufacturing services organi- 
zation. 

Ricnarp Baysurt is supervising 
the chemical manufacturing divis- 
ion. 

Jobiogs: Eckberg joined Kodak 
as staff engineer in ’21; transferred 
to EC&M division as chief planner 
in '25; appointed superintendent in 
Folwell 


joined -hemical engi ser in °2R 
joined as chemical engineer in 20, 


"45, assistant mgr. in ‘51. 


in three years was supervisor; in "44 
he became responsible for produc- 
tion and development of packaged 
chemicals; since °47 has served as 
superintendent. English-born Bay- 
butt came to Kodak in 1910 in reel 
and assembly; made assistant fore- 
man of the acid plant in “18; has 
been assistant superintendent of the 
chemical div. since °30. 


Cinema Laboratories Association 

Elects Holslag as Vice-President 

* Russert C. HoLsiac, vice presi 
dent of Precision Film Laboratories 
was elected veep of the Association 
of Cinema Laboratories and Kern 
Moyse, president of Peerless Film 
Processing Corporation was elected 
to the board of directors. The As- 
sociation now has 26 member firms. 


. * * 


5.0.5. Cinema Supply Corp. Names 
Dominick Capano Vice-President 

* Dominick J, Capano has been 
elected vice president of 5.0.5. 
Cinema Supply Corp., in charge of 
TV Studio and Film Production 
sales. Mr. Capano has been with 
8.0.5. since 1936, 


promotion is that of William H. 


Another recent 


Allen who has been named Produc 
of S.O.S. after 19 


years in the electrical, electronic and 


tion Manager 


mechanical divisions of the com 


pany. 





WANTED TO BUY 
One print of “Closing the 
Sale” (1952) by Jam Handy 
for Dartnell 


Box 54-6C 
BUSINESS SCREEN 
7064 Sheridan Rd. e Chicago 26 





ouses EXECUTIVE 


Robin Lewis Named Supervisor of 
Quality Control at Pathe Labs. 
® STAFF CHANGES at Pathe Labora- 
New York: 

Wittiam P. Howarp, who will 
be an east coast salesman assisting 


tories, Inc., 


Kurt Kanis, coast sales mgr., in 
planning and pushing present and 
future sales programs. Prior to this 
he served as a customers’ contact 
man at Pathe. 

Rosin R. Lewis, named super- 
visor of quality control, who will 
coordinate the chemical and control 
departments. Purpose: to maintain 
the highest level of quality in pro- 
cessing film. In the motion pix biz 
for 16 years, Lewis’ most recent job 
was assisting the operating head of 
the Army Signal Corps Lab in Long 
Island City. He's a captain in the 
Signal Corps Reserve. 


Reeves Soundcraft Sets Graham 
as West Coast Division Sales Chief 
* Wayne Granam has been ap- 
pointed West Coast divisional sales 
manager for REEVES SOUNDCRAFT 
Corp. He will maintain offices at 
1429 North Vista St., Hollywood 46. 
For the last three years Mr. Gra- 
ham has been general manager of 
Radio Recorders Equipment Co. in 
Hollywood, dealing with profes- 
sional people in radio, recording 
studios and amplification equipment. 


* - 7. 


Elsa Aylward to Filmack Studios 

* Esa AYLWARD is the new assist- 
ant advertising manager of Filmack 
Studios, Chicago. She’s known in 
the audio-visual field as the former 
advertising manager of the DeVry 
Corporation. 





which includes: 


WRepairs 








"ering — 


a 
Film Libraries ~§ 9¢ 


for PEERLESS TO PUT YOUR PRINTS 
IN CONDITION FOR FALL USE y/ 


Every summer, film libraries all over the country en- 


trust their prints to us for PEERLESS-SERVICING 


VU Inspection J Scratch Removal J Replacements 
JCleaning 
J'Peerless Treatment” to resist future damage 
Cleaned up and rejuvenated — back the prints go to 
you, ready for hard use again in the fall. 


Cost? Surprisingly low . Write for price list! 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, N. Y. 


att 


—7 
a 


¥¢ Rehumidification 





959 SEWARD STREET, HOLLYWOOD 38, CALIF. 








Malcolm G. Townsley 


Malcolm G. Townsley Elected 

Bell & Howell Engineering Veep 

* Matcotm G. Towns.ey has been 
elected vice president in charge of 
the engineering division of Bell & 
Howell Company. He succeeds C. E. 
Phillimore, who has been named 
vice president of European technical 
affairs with headquarters in Lon- 
don. 

A 23-year veteran with the 
company, Townsley was made as- 
sistant vice president of engineer- 
ing in 1949. In 1953, he also was 
appointed director of research to 
head a newly organized long-range 
program of engineering develop- 
ment and research. 

Mr. Townsley is a member of 
the board of governors and chair- 
man of the technical committee 
on 8 and 16mm motion pictures 
of the Society of Motion Picture 
& Television Engineers; a member 
of the Optical Society of America 
and the American Ordnance As- 
sociation. 

* * * 
Technicolor, Inc. Elects Two as 
Directors in New Board Lineup 
* Wittiam G. RaBe and James 
Bruce have been elected to the 
board of directors of TECHNICOLOR, 
Inc. Their other offices: Rabe is 
a director of the Manufacturers 
Trust Company, New York and 
chairman of its trust committee; 
Bruce formerly was U.S. minister 
to the Argentine and author of 
“Those Perplexing Argentines.” He 
National 
Dairy Products, Chemical Bank and 
Trust, Republic Steel, American 
Airlines. 


holds directorships in 


* o * 


D'Arcy Joins Federal Mfg. Corp. 

* An announcement at presstime 
discloses that E. W. D’Axrcy, former 
v.p. and chief engineer of the DeVry 
Corp. has joined Federal Manufac- 
turing & Engineering Corp., Brook- 


lyn, N. Y. 
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THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


TV. aud, Motion Pictine Stidioy 


New PROFESSIONAL JUNIOR 













Adjustable wood BABY TRIPOD 


—for Prof. Jr. friction 







PACKAGED LIGHTING WITH I” 
and geared heads , 


COLOR-TRAN 





a 


— studio lighting in a suitcase 





FAMOUS 
“controlled 
action” 


SMALL G YRO 
TRIPOD 


Has substantial shoe and spur 








Measures from floor to flange 





25” extended —17” 


collapsed. $75 











} Two speeds—siow and fast 
} —tfer both panning and tilting. 
Helps you capture fine scenic views 

















and fast-moving sports events. Espe- 
cially recommended for 16mm Mitchell, 
lémm Maurer, B & H Eyemo 
and similar cameras. 


b 






STOP MOTION MOTOR 
FOR CINE KODAK SPECIAL 


Runs forward or reverse, 110 
AC synchronous motor with frame 
counter. May be run continuously 
or for single frames. Camera 
mounts without special tools. 


$450 


Also available — Stop Motion 
Motors for 16mm—35mm B & H, 
Mitchell and other professional 
cameras, 









$600 


ELECTRIC 
FOOTAGE TIMER 


Dual model for both lémm 
and 35mm. tLarge white num- 
erals on black background. Accu- 
rate reset dial. Switch controlied 
by operator, who selects either 
lémm operating at 36 feet per 
minute—or 35mm cperating at 
90 feet per minute . . . or both 
in synchronizatien. $95 


Single model, either 16mm or 


35mm $45 


imagine being able to use two 5000 watt units 
on a 30 amp. fuse — COLOR-TRAN will do it! 
Kit contains 2 light heads, 2 Superior stands and 
proper size COLOR-TRAN converter to match. 
Packed in compact case. 


Write for COLOR-TRAN Catalogue. 


Presto-splicer 
GIVES PERMANENT SPLICE 
IN 10 SECONDS! 





Especially good for splicing magnetic 
film. Butt Weld type for non-perforated 
or perforated film. lémm, 35mm or 


am €6=6 $5467 80 


lémm or 35mm models— 


for perforated film. 





Senior Kit 
$237.50 


Other style 
kits available. 





GRISWOLD 
HOT FILM SPLICER 


Model 8-2 for 35mm silent and sound 
film. Precision construction makes it easy 
fe get a clean, square splice with accur- 


ate hole spacing. Nething to get out of 
order. $65 


Also Bell & Howell 8mm, lémm and 
35mm Hot Splicers and 8 & H Labere- 


tory model Foot Splicer. 


*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-fiat field) Lenses 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- 
SEARCH Color Temperature Meters. *Electric Footage Timers. *Neumade 
and Hollywood Film Company cutting room equipment. Griswold & B.&H. 
Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and 


m4 ZTUCKER 
Colortran Lighting Equipment. Complete line of 16mm and 35mm Cameras. 9 


Games Equiement © 


YPHVHE APPAREL BUSINESS is 
| one of the largest industries 
in the United States. In spe- 
cialized retail apparel stores the an- 
nual volume of business runs well 
over $10 billion annually, and com 
bined with department, mail order 
and variety store sales of clothing, 
it can be estimated that $20 billion 
worth of apparel is sold annually 
Yet, despite the bigness of the in 
dustry as a whole, there are few 
giants which dominate. It is one of 
the most decentralized and compet 
itive industries in the country. 
This state of affairs is important 
in considering the rather meaget 
use of films by the industry in 
comparison to its place in the na 
tional economy. Probably any one 
of the major petroleum or auto 
mobile companies does more with 
films each year than the whol 
together. Never 
theless, some interesting applications 


clothing industry 


are being made, and a few com 
panies have found visual media to 
be so resultful that regular programs 
are undertaken 


Handmacher-Vogel Using Films 
for 6th Year in Sales Field 


* A good example is the annual 
series of films sponsored by the 


Handmacher-Vogel Co., the 


manufacturer of 


largest 
womens suits 
(some %4 million a year). This 
company has been using films with 
much suecess for the past six years 

Typically, this year, the company 
has a film on the new collection of 
Weather-Vane suits. It is designed 
to not only encourage the sale of 
suits to the 800 stores which handl 
the line, but to spur sales people 
into greater enthusiasm about the 
collection. 

The current film has a double use 
in that it can be and often is, shown 
to store customers as a fashion show 

Fashion films, such as this, have 
a short life and can be considered 
“dead” in about six months. Hand 
macher-Vogel’s problem is to ar 
range for the widest distribution of 
information on each year’s spring 
collection of Weather-Vane suits in 
the short period between October 
15 and the end of March 

Out of these 165 days really only 
60 are of any use for direct sales 
promotion or in-store training pur 
poses because of the seasonal na 
During the 
pre-Christmas shopping season, for 
example, no stores will take time for 


ture of the business 


their sales people to see movies 
about spring suits 

Despite the popularity of past 
H-V films, the company and its 
agency, Carl Reimers, Inc., find 
that it is necessary to spend about 


85000 each year to promote the 


A BUSINESS SCREEN INDUSTRY SURVEY ON AUDIO-VISUALS 


Films in the Apparel Business 


Despite Meager Use of Picture Medium, the Sprawling 
U. S. Apparel Business Is Providing Many Useful Ideas 


film, publicize it and arrange to 
get it shown 

For each “store exposure” Hand- 
macher-Vogel spends from $10 to 
$25 just for promotion. 

But this specialized annual film 
has regularly paid off. After one 
H-V film fashion show, 109 Weath- 
er-Vane suits were sold in one store 
on the same day 

Other stores have reported that 
the film doubled o1 tripled busi 
ness in Weather-Vane suits. 

Handmacher-Vogel spends about 
$50,000 for production of the an- 
jual fashion show film. This year’s 


opus, called You Look Wonderful, 


is a 17 minute film in Eastman 
color, produced by Coleman Pro- 
ductions (which has made all H-V 
films for several years). It is a 
musical short, with a plot of sorts, 
featuring the Norman Paris Trio 
and a lot of girls traipsing about in 
their Weather-Vane suits and sing- 
ing about “Dear Mr. Handmacher.” 
Girls will probably like it fine. 

Also this year, Handmacher-Vogel 
has another film, and quite a good 
one, called Handmacher Highlights, 
13 minutes, color, which describes 
the design, manufacture, advertising 
and distribution of the company’s 
suits. 





men how to... 


“Close... Jin't...Closed!” 


CLOSING THE SALE—IS WHAT COUNTS 
COMING CLOSE—IS NOT ENOUGH... 


In your next sales meeting show your sales- 


“ASK FOR THE ORDER!”’ 





“STICK UNTIL IT’S CLOSED!”’ 





6108 SANTA MONICA BLVD 





close more sales with... 


“CLOSE ISNT CLOSED" 


One of the eight outstanding sound slidefilms in our 
“AGGRESSIVE SELLING” program designed to solve the 


major problems encountered by salesmen. 


ADDRESS REQUESTS TO: 


Rocket Pictures, Iuc. 


HOLLYWOOD 38, CALIFORNIA 








Warner Brothers Gives Facts 
on Figures to Women's Groups 
*% Warner Brothers Company, a 
leading manufacturer of bras, gir- 
dies and foundation garments, has 
utilized films in telling women about 
the importance of figure grooming. 
Three pictures are now in distribu- 
tion, all produced by Herbert Ker- 
kow, Inc. Primarily aimed at the 
teen-age market, the three films, 
Are Fashion, Facts About 
Your Figure and Fashion Forum 
have been quite popular in school 
home economics classes for several 
years. All are tastefully produced 
and seem to have done an outstand- 


Figures 


ing sales promotion job. 

Vyvyan Donner, whose voice is 
well known as woman’s editor of 
Fox-Movietone News, recently pro- 
duced a film described as “an in- 
expensive merchandising technique 
for increasing department store 
sales in the competitive medium- 
priced fashion group.” 

Titled The Carolyn Fashion-In- 
The-News Film (20 minutes, color), 
the picture presents medium-priced 
Spring fashions to women consum- 
ers in a rather unique manner and 
as an added highlight, features some 
well-known show people, such as 
George London of the Metropolitan 
Opera Company and Toni Arden, 
Columbia recording artist. 

Miss Donner recently said this 
about her new film project, 
“Through films such as these, de- 
partment stores, particularly those 
operating on minimum budgets, can 
effectively professional 
fashion show in color to their con- 


present a 


sumer audience at a very low cost. 
The film also provides department 
stores with the solution of effectively 
furnishing women’s organizations 
with entertaining material.” 

Tied-in on the motion 
promotion with Carolyn Fashions 
(suits, coats, sportwear) and the 
local sponsoring department stores 
(Arnold Constable, in New York, 
is typical) are: coordinated acces- 
sories from G. Howard Hodge and 
Emme (millinery); Leather Indus- 
tries of America (shoes, gloves, bags 
and belts); La Tausca (pearls) ; 
National Hosiery 
Manufacturers (stockings) ; and the 
film also includes furniture by Con- 
tinental American. 


* * * 


picture 


Association of 


Lane Bryant's Anniversary Film 


* Lane Bryant, the national special- 
ty chain, has recently engaged Cor- 
nell Films, Inc., in New York, to 
make a film celebrating the 50th 
Anniversary of the first maternity 
dress. The story will tell of the re- 
markable progress of women gen- 
(CONTINUED ON PAGE 958) 
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Bring your products to your prospects.... 
WITH DRAMATIC IMPACT! 


with the first really perfected 3-D projector 


Compo Fred 


Stereo Projector 




















For showing life-sized three dimension views of complete installations, heavy 
equipment or extensive lines at sales meetings, prospect's offices, conventions, 
training sessions...this new, truly practical stereo projector does a superb job! 
It shows three-dimension pictures in full color as big as life to one or one 
hundred people at the same time. No more need to take prospects out to the 
job or the factory. No more expensive transporting of heavy products from 
city to city. No more selling from flat photographs or small 
pictures. The Compco Triad Stereo Projector has been tested 
and adopted by leading companies. Check into this—and see 


: : ty 
\y nat + is 


The Compco-Triad is as simple to operate as any ordinary 


projector because it has all these exclusive features: how it fits into your selling plans. 
© Simplified “One Knob” Lens Contre! @Twe 500 W. Projection Lamps on TRIAD D iV., COM PCO CORPORATION 
elliuminated “Preview Panel” Separate Switches 2253 W. St. Paul Ave., Chicago 47, Ill. 


Handsome carrying case available "spree alert acca latter raraa naar ate 


TRIAD DIV., Compce Corporation 
@DUAL PURPOSE. INSTANTLY AVAIL- 2253 W. St. Paul Ave., Chicege 47, Ii! 


© Perfectly Matched Projection Lenses 


4 

| : 

. ' 

Convenient Rear-Knob Focusing ABLE FOR USE IN SHOWING : Without obligation send me prices and details on how the Compceo-Triad ; 
© Lightweight—only 19 pounds CONVENTIONAL 2 x 2 SLIDES : Steree Projecter stimulates ceiling. ; 

1 Mame —————— ' 
For complete information on how you can stimulate your | Firm Nome ill aaiiaegiladiaanatte : 
selling with the Compco-Triad Stereo Projector... Mail | address Ee ee ee See } 
Coupon Today! ; City lone State | 
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FILMS ON APPAREL: 


(CONTINUED FROM PAGE 56) 


years and 
of dress 


center on her eman 


erally over the last 50 
particularly of her mode 
The theme will 
cipation from the rigidly restrictive 
fashions of yesteryear’s home-made 
maternity wear to milady’s present 


fine full-fashioned freedom. 


Other Apparel Pictures 
Other 


active 


firms which have been 
recently in films on women’s 
fashions are B. Blumenthal & Co., 
which has a French-made 
on buttons for women’s garments: 
Berkshire Knitting Mills, 
an eye-catching title in The 


liest Legs in the World: 


ing that might be 


which has 
Love 
and match 
Jantzen Founda 
Forever Uplift. 

One of the larger manufacturers 
clothing, Kagl Clothes, 


Ine recently brought out a new 


of men’s 


) 


27-minute color film to give the 


general public and retailers a better 
insight into the complex operations 
involved im the manufacture of 
men’s quality clothing 

brand 


Brooklyn, the pr 


Photographed in Eagle’s 
new factory in 
ture details the 
involved in making men’s clothing, 
such as the 1.200 workers in the 


tion ph ists 


many operations 


factory at various produc 


skilled 


hand-tailoring 


and close-ups of 
craftsmen executing 
operations lhere is also a running 
educational story line for the con 
sumer who buys men’s clothing tell 
ing him what to look for in design 
style, fit and fabrics 
Since the Eagle Clothes 
is unique in design and production, 
an adaptation of the straight 
line manufacturing 


factory 


being 
processes of 
industry, the film 
clothing 


control techniques. It also 


heavy 


stresses 
modern production and 
quality 
shows modern conveniences for 
won the Eaglk 
from the 
Workers’ 


729 Seventh 


workers which have 


plant special citations 
Amalgamated Clothing 
Union. Movies, U.S.A.,, 
Avenue, New York 
Suited For Today 

Bronzini, Ltd., a New 


is distributing 


York re 
and manufacturer of fabulous 
fabulous showed a 


ties al prices, 


film to its exclusive haberdashery 
customers last year to demonstrate 


the dramatic cravat 


approach to 
retailing. 

Also booking from Movies, U.S.A 
are two pictures sponsored by the 
Frank H. Lee Company, makers of 
Lee, and of Disney hats. The 
of these films, The Mark 


28 minutes 


newer 
of a Man, 
color produced by 
Pathescope Productions, stresses the 
assurance” a 


“poise and man can 


enjoy by wearing the right hat. } 


picture 





Above: a scene from one o 


; 


several E. |. du Pont de Nemours’ motion 


ishionable tabri ch are in wid in the apparel in 
tion through 


j { 
wind trena aur na recent year as tne 


espreaa use 


Se oT Tiims TO \ ana otner consumer prorn« 


MODEL SW-602 


Technical excellence combined with film 
production facility and economy has earned 
the MAGNASYNC a proud reputation. 
Field-tested under all conditions, the SW-602 
has proven to be a pacemaker in 16mm 
professional sound recording. 


Price: $1275 complete system 


F.0.B. North Hollywood 


Distributed by 
MAGNETIC RECORDERS COMPANY 
7120 Melrose Ave., Los Angeles 46, Calif. 


CAMERA EQUIPMENT COMPANY 
1600 Broadway, New York 19, N. Y.; JUdson 6-1420, Cable: CINEQUIP = 


HUCTESY NC 


CHRONOYU 


0; taguall FILM RECORDER | 


FOR MAGNETIC RECORD 


Webster 3-5545 


& PePR TION 





Manufactured by 


MAGNASYNC MANUFACTURING CO., LTD. 


P.O. Box 707. North Hollywood. California 





itmerica’s leading manufacturer of 
Magnetic Film Recording and Reproduction Devices 


“The First Job—Conservation” 
Wins Columbus Award of Merit 

* By explaining conservation to an 
in a 16mm sound 
and color film—the Davey Tree Ex- 
subject 
interesting enough to win an Award 
of Merit from the recent Second 
Annual Film Festival held by the 
Film Council of Greater Columbus, 
Ohio. 

Presenting the 
First Job—Conservation, 
George F. Jenny said, 
film that our 
committee found 
and full of human interest. 
little boy ‘Doc’ and his 
to become a forest 
this film very warm. In subject mat- 
ter and treatment, we feel it does 


] ] -year-old boy 


pert Company made this 


award to The 
Chairman 
“Here is a 
(educational films) 
interesting 
That 
ambition 


most 


ranger makes 


fine job.” 

A forest ranger’s explanations to 
the boy get across the increasing 
importance of conservation of water, 
work re- 


keep nature in balance,” 


soil, crops and trees. The 
quired ie 
the film forester adds, also is shared 


by farmers, county agricultural 
agents, flood controlers, land erosion 
groups and tree planters. 

The film was produced by Austin 
Productions, Inc., in 
with the Muskingum Watershed 
Conservancy District and the Ohio 
Department of Natural Resources. 

It is available on free 
the Davey Tree 
at Kent, Ohio or through the pro- 
ducer Ohio. 
available for tv. 


cooper: ition 


loan from 
Expert Company 


at Lima, Prints are 


«+ * * 


Isaac, Rebecca, Judah Touro 
Recalled in Prize Hebrew Films 

* The Old Testament and the New 
World are bridged by a motion pic- 
ture and a slidefilm 
winners 


both prize- 
-produced to vivify the 
Jewish heritage for child and adult 
study groups. 

For sponsorship of the 
picture /saac and Rebecca and the 
slidefilm Judah Touro, the Union 
of American Hebrew Congregations 
recently received awards in New 
York from the National Council on 
Jewish Audio-Visual Materials. The 


Council is sponsored by the Ameri- 


motion 


can Association for Jewish Educa- 
tion. 

Isaac and Rebecca is a 20-min- 
ute, 16mm sound film on a biblical 
theme. It was produced in Israel 
and is distributed by Cornell Films, 
New York. 

Judah Touro, subtitled Friend o/ 
Man, is a 36-frame biography of a 
Rhode Island and Louisiana philan- 
thropist for whom synagogues and 
hospitals are named. Initially part 
of the celebration of the Tercen- 


tenary of American Jewish Life. it 
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was written by Dr. Bertram W. 
Korn, rabbi of Philadelphia’s Kene- 
seth Israel temple. 

The sponsoring Union’s audio- 
visual program was praised by 
Harry Brandt, president of the In- 
dependent Theater Owners’ Associa- 
tion who presented the awards. He 
asserted that a new era in religious 
education is being ushered in 
through the new media being devel- 
oped by the Union and _ other 
agencies. 

The Jewish Education Committee 
of New York won honorable men- 
tion for its slidefilm Torah In Jew- 
ish Life and the firm of Alexark 
and Norsim, Los Angeles, won hon- 
orable mention for a slidefilm called 
Ceremonial Objects of Judaism. 

The National Council consists of 
from 34 national 
Jewish communal and educational 


representatives 


agencies interested in the develop- 
ment of audio-visual materials. 
* * a 

Martin Bovey Lensing New 
Minneapolis-Moline Picture 

* Canada From Sea to Sea is the 
tentative title of a 27-minute travel 
film being produced for Minne- 
apolis-Moline Company of Minne- 
apolis, Minnesota by Martin Bovey 
Films of Chelmsford, Mass. 

The film will depict in color the 
industry and scenic aspects 
It will be shown 
by the company to its dealers and 


people, 


of the Dominion. 


then will be available to schools, 
clubs and tv stations on free loan, 
through the Minneapolis Moline 
film library. 

The release date is set for Janu- 
ary, 1956. 

To Conserve Our Heritage, an- 
other Bovey film for Minneapolis- 
Moline. 


award at the 


recently received a first 


foston Film Festival. 





A TRULY GREAT 
CAMERA for TV, 


Newsreel and 
commercial films 


For tough and trying assignments, ARRIFLEX 35 is 
in a class by itself. Reflex focusing through photo- 
graphing lens while camera is operating—this is 
just one outstanding ARRIFLEX feature. 


New 35 mm 


Model 2A 
With 180° Shutter 


California Texas Oil Explains 
Operations to Indonesian Workers 
* The California Texas Oil Co., Ltd. 
is using a new film called Minjak 
Tanah “Earth Oil” 
in English) to explain to its Indo- 


(which means 
| 
nesian employees in Sumatra the | 
workings of the company’s oil pro- 

duction there. The 
graphed in local 
photographers, was edited and put 
together by Farrell & Gage Films, 


film, photo- 


Indonesia by 


Inc. The Indonesian narration was 
spoken by an Indonesian repre- 
sentative to the United Nations in 
New York. 

* * x” 
Pilot Training Film by Kling 
* Operational Use of the Periscopic 
Sexton, a motion slidefilm for train- 
ing has been completed for the Unit- 
ed States Navy by Kling Studios, 
Chicago. The Navy will use the 
film for training of pilots and navi- 
gators. 

All still photography was shot in 
Maryland at the Patapsco River 
Naval Station. Motion photography 
was handled by Kling. 

Production was under the super- 
vision of Grant Atkinson, director 
of the slidefilm division of Kling 
Studios. 

* ” * 

Sturm Doing 12 Navy Subjects 

* Five 12-minute slide motion 
training films for the United States 
Navy will be produced by Bill 
Sturm Studios, Inc. In subject mat- 
ter the films will be electrical, mech- 
anical and electronic. 

Narrated, the films will teach the 
Navy’s newest system of material 
history records, This bookkeeping 
system is designed to aid shipboard 
engineering officers in keeping track 
of equipment, surveys, repairs and 


replacements made aboard a vessel. | 










Equipped with bright, right-side-up image finder, 
6' x magnification. Solves all parallax problems. 
3 lens turret. Variable speed motor built inte 
handle operates from lightweight battery. Tachom- 
eter registering from 0 to 50 frames per second. 
Compact, lightweight for either tripod or hand-held 


filming. Takes 200’ or 400° magazine. 
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Blimp now available. 
16 mm ARRIFLEX also available. 
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New projector 
gives brighter, crisper pictures 
...cormer-to-corner sharpness 





“SCREEN ‘TEST’ shows efficiency of 
“Opaque 1000 ” 'To “see for yourself,” 


ask for an actual demonstration of this 
remarkable new AO projector. Then 
compare it by demonstration with any 
other 1000-watt 


results will be dramatic. 


opaque model. The 


An exclusive AO coated lens on the 
“Opaque 1000” spreads light evenly to 
every edge of the screen. Images are 
bright and lively, even in rooms just 
semi-dark, On counts of light output 
optical performance ... depth of focus... 
color reproduction, the “Opaque 1000” 
effectively and demonstrably outper 
forms all comers. ‘That is why we say, 
quite proudly, this is “the world’s finest 


opaque projector.”’ 


> LARGE APERTURE 10” x 10° leta you 


project a tiny postage stamp or a world 


atlas 


> AIR FROM TOP KEEPS COPY FLAT. Pres 


sure cooling forces air down over surface of 


American 


) [ Ca | wa | 


“OPAUL 
000 


the world’s finest 


opaque projector 


platen. Small objects and flimay papers are 
thereby “‘slapped”’ securely in place. Mate- 


rial can't flutter annoyingly 


> KEEPS COOL. The “Opaque 1000” can't 
damage your copy through heat, Even with 
platen completely covered, projector stays 
cool and safe. Quiet, 60-cycle, AO motor 


driven fan assures you LOO”, protection 


>» MOST DURABLE. The “Opaque 1000" ia 
of all-metal construction. It is strong and 


sturdy — yet weighs only 38 pounds 


> EASY TO OPERATE. Any student or teacher 
can use the “Opaque 1000" without experi 
ence. Lens is carried on a rack and pinion for 
quick, needle-point focusing. Spring-loaded 
legs make the projector simple to raise or 
lower 


SEND NOW FOR FREE Fro.per 





moo fr ore Ore 
| American Optical | 
| Projection Division | 
| Department BS.” 
80 Heard Street, Chelsea 2, Mans | 
Viease send me your free folder on the | 
| AO “Opaque 1000" Projector | 
| Name | 
| Organization or tith ! 
| Address 











J DIC RINae DADAN 
In the Je cic ne PARADE 


G.E.'s “Atom Goes to Sea” 
Documents A-Sub Development 

& The reality of atomic submarines 
comes to the surface from the depths 
of official report and pulp conjec 
ture in The 


recently-launched 


fiom Goes to Sea. a 
Electric 
sound motion picture for theatrical 


General 


and (later) non-theatrical release. 
In production for 18 months, the 
black and 
is & progress report on an unfinished 
naval project. As security allows, 
the film will be updated in content 


10-minute white reeler 


to match project progress. 

Thus far, the film report is able 
to tell how an atom-sub operates. 
It explains the principles of nuclear 
propulsion and the operation of the 
propulsion system. Clarified in ani 
mation are engineering problems 
and reasons why the navy selected 
submarines as the first atomic 
powered vessels. 

General Electric’s engineering and 
industrial genius is displayed in 
live action Knolls 
Atomic Power Laboratory in Sche 


nectady and the West Miltom, N.Y. 


submarine reactor test site. 


scenes at the 


This sponsor link shows the com 
pany'’s vital contribution as riding 
toward consummation with the 
completion of the “Sea Wolf” which 
will use G.E.’s reactor. The “Sea 
Wolf” will be labeled 
USSN.575. 

The 35mm theatrical version of 


ollicially 


The Atom Goes to Sea is now avail 
able to commercial theatres through 
Prints of the 16mm 
non-theatrical version will be avail- 
able in G.E. Apparatus District film 
August 1 for 


out the country 


libraries preview 
showings to company executives and 
the press. It will become available 


for general borrowing on Septem 
ber 1. ay 
McCarthy-Murrow TV Shows 

in New Freedom House Film 

* Freepom House, the New York 
Wendell 
1941, has 


film sum- 


foundation established by 
Willkie and others in 
released a documentary 
marizing the televised controversy 
between Senator Joseph R. MeCar 
thy and CBS commentator Edward 
R. Murrow. The 45 minute b/w 
film will be made available to group 
audiences through Association 
Films, Inc. Barred from use of the 
film, according to Freedom House 
spokesman, will be “any organiza- 
tion or group which is identified as 
Communist or Communist-front.” 


NEWS ABOUT FILMS 


Western Auto Supply Slidefilm 

Preps Salesmen with Live Ammo 
© Sell the Wiz in Wizard, a 25- 
minute color and sound slidefilm, 
Western Auto Supply 
Company to prepare approximately 


AND 


is helping 


10,000 salesmen for an aggressive 


sales counter-attack in the home- 
appliance competition. 

The slidefilm, produced for the 
Kansas City, Mo., firm by Sarra, 
Inc., Chicago, will reach about 5,000 
of the company’s own sales em 
ployees and about the same number 
of Western Auto Store 
owners and employees. 


Robert A. Cald 


well, promotion manager of West 


Assoc iate 


Superv ised by 


ern Auto’s merchandising division, 


COLOR 


AT ITS BEST 


color 


© 35mm filmstrips 








245 WEST 55th STREET, N.Y. 19, N.Y. * 


PRODUCTION TECHNIQUES 


the trainer tells its audience how to 
sell Wizard washing machines and 
dryers. 

Sell the Wiz in Wizard strengthens 
its sales facts and facility with di- 
rect comparisons between the spon- 
sors Wizards and competitive ma- 
utilizes 


chines. It “audience par- 


ticipation” sequences by posing a 
sales problem then stopping climac- 
tically, enabling the audience to join 
in establishing the solution. 

When the sales people have spoken 
their personal conclusions, the film 
proceeds with its solution—arous- 
ing further post-film discussion. 

This film follows [t Pays to Push 
Club, an 


slidefilm on selling auto seat covers. 


Country all-color sound 





Skillfully demonstrated for you on any print 
by our Tri-Art color specialists. 


Your Assurance of Better Prints to Help 
You Sell More Merchandise. 

e 35mm color release prints 

@ Kodachrome printing 


« 16mm Kodachrome enlarged to 35mm 


PLAZA 7-4580 





Black & White Printing Fill in Coupon and Mail. 


Tri-Art Color Corp. 


245 West 55th Street, New York 19, N. Y. 


Gentlemen: 


Please send me more information on 


Nome 
Address 
City & Zone 


Subterranean Explosions Captured 
in Gardner-Denver Mine Film 

* Cavern-shuddering mine explos- 
ions echo authentically from the 
sound track of CaC03, a new mo- 
tion picture produced by the pho- 
tographic department of the Gard- 
ner-Denver Company, Quincy, IIL. 

Technical difficulties of recording 
natural underground sounds dis- 
courage most film makers from at- 
tempting synchronous recording of 
underground noise on location. 

To register actual quarry opera- 
tions, Gardner-Denver built special 
electrical generating equipment for 
sufficient current and went down the 
shaft with their photo and record- 
ing gear. 

CaC03, named for calcium car- 
bonate, guides viewers through 38 
acres of the Black White under- 
ground quarry. It advances to 
where two men operating a giant 
drilling rig armed with four rock 
drills, 15-foot 
which dynamite is layed. 

When the holes are loaded, the 
scene is rent with color and roar. 

The film rolls out with the brok- 
en rock as it goes to the processing 
plant for crushing and refining. 
Tooth-paste, paint and other market 
goods made from refined limestone, 
close the mining story. 

CaC03 was plotted and edited to 
demonstrate one of the applications 
of Gardner-Denver rock drills. The 
l6mm film runs about 


bore the holes in 


23 minutes 
and is one of several mining and 
construction pictures produced and 
distributed by the company. 

Copies are available from Gard- 
ner-Denver Company for showing 
to engineering societies, civic or- 
ganizations, churches, schools and 
other interested groups. 


* * 


Voting Reform is Visualized 

in Pre-Election Color Slidepix 

* Advocates of a change in the 
representational structure of the 
state of Illinois are sponsoring a 
15-minute sound and color slide- 
film to tell their story to voters. 

Produced by Sarra, Inc., Chica- 
go, for the Illinois Committee for 
Constitutional Revision, the film 
will detail the so-called Blue Ballot 
Reapportionment Amendment. 

This amendment will be offered 
the state’s voters in November. It 
provides for election of legislators 
according to both population and 
area. 

Written by Helen A. Krupka of 
Sarra’s creative staff, the new film 
is designed for statewide showings 
to civic organizations, 
clubs, PTA associations and similar 
groups. 
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Bucyrus-Erie Film Quotes the 
Men who Use Firm's Excavators 

* Testimony from the satisfied cus- 
tomer is one of the oldest and most 
persuasive forms of advertising. 
This form is vivified in These Users’ 
Views, a new 25-minute color mo- 
tion picture sponsored by Bucyrus- 
Erie Company. 

The South Milwaukee firm manu- 
factures a variety of general exca- 
vators, cranes, special purpose pow- 
ered shovels and drills. 

Cued in by quotations from 
pleased owners and operators, sev- 
eral of Bucyrus-Erie’s domestic din- 
osaurs are put through their gorg- 
ing paces. Some 30 different exca- 
vating, loading and material handl- 
ing jobs give active witness to the 
product-testimony of the Users. 

The dig, load and removal models 
appear in order of size from the %x 
cu. yd. 10-B to the 4 cu. yd. 88-B. 
Each model verifies the verbal com- 
pliments by performing on jobs 
proper to its size: The 10-B crane 
plays jack-straws with pulpwood 
logs; the 38-B shovel loads rock, 
bears heavy timber, chews out a 
highway bed, places concrete for a 
huge building. 

User comment and straight narra- 
tion call audience attention to the 
perticular machine advantages. 
Owners cite features responsible for 
outstanding output records and cost 
savings; operators commend per- 
formance characteristics. 

The film describes Bucyrus-Erie 
distributors as ready to help solve 
customer problems. These Users’ 
Views is available from the com- 
pany publicity department, in South 


Milwaukee. 


“Your Baby's Formula,’’ Pictures 
Heating Method for Mothers 
Terminal heating—a new method 
of preparing baby formula, is ex- 
plained in an 11-minute color film, 
Your Baby’s Formula, sponsored 
by Pet Evaporated Milk. 

Without product mention, the film 
demonstrates the ‘‘ hospital ap- 
proved” preparation to maternity 
ward and other special audiences. 

Audience tests conducted by pro- 
ducers of the film, showed 90 to 
97% retention of basic points. The 
film compresses subject matter 
formerly requiring a 30-minute live 
presentation. 

Harry Heineman, director of the 
research department of Pet Milk 
Company, co-produced the film 
with Five Star Productions, and 
Kathleen Landry, public health 
nurse of New Orleans, was technical 
advisor. Gail Bonney and Patrick 
McGeehan are featured. 
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Mitchell Mfg. Company Picture 
Presents Air Conditioner Line 
* How to depict magical effects on 
Eastman color negative film with- 
out ‘he use of opticals is a problem 
solved in Mr. Peebles Gets the Point, 
a new product presentation-sales 
training film produced for Mitchell 
Manufacturing Company by Kling 
Studios. 

Twenty-five minutes in length, 
the film uses a semi-fantasy ap- 
proach to present the complete new 
line of Mitchell Room Air Condi- 
tioners for 1954 and to dramatically 
demonstrate dealer-salesman selling 
techniques. 

In planning the production of the 
motion picture against a close dead- 
line which would not allow time for 
processing of opticals in the East- 
man color negative, the production 
staff under Fred A. Niles, made use 
of their “optrix” technique. The 
system allows such effects as instan- 
taneous changes of costuming and 
making new Mitchell models appear 
out of nowhere. 

The story line, as developed by 
Mitchell’s Advertising Manager, 
Howard Hass and Kling’s creative 
director, Art Lewis, tells of an un- 
Successful appliance salesman who 
suddenly finds magical powers in 
his index finger. These powers 
serve as a shortcut to teaching him 
successful selling techniques. 


ack L ile 
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Waur Disney i — 
MOTOR MANIA 


WHIMSICALITY....... IMPACT. ...... APPEAL 


Motor Mania exposes bad driver and pedestrian faults without arous- 
ing animosity. Here is the ideal tool to “get thru” to your audience 
with a lasting SAFETY impression. 


Use 


running time 


ot oc 7% min. ° rentol .. . . . $3.00 per day 
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For information on other Disney 16mm releases, 
your nearest rental source, or for details on long 
Term Lease-Purchases ... write to { ‘ : 
WALT DISNEY PRODUCTIONS | 


16mm Division,Dept. 17, BURBANK, CALIF. / 
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MANHATTAN NOTES 
Three Exec Staff Appointments 
Announced by United World 
*Three staff appointments at Unit 
ed World Films, Inc.. 


announced by 


have been 
James M. FRANEY, 
president of the New York firm. 
James Cuetwoop BEATTY is 
director of advertising, sales pro 
motion and public relations. 
Witttam $B. 


consultant. 


LAUB is business 


FELLERMAN is dire¢ 
tor of publicity. 


STANLEY 


Mr. Beatty’s responsibilities em 
brace all divisions and departments 
of United World Films, including 
home 


movies, entertainment, tele 


vision, government, education, re 
ligious and free film service. He 
formerly was associated with the 
advertising departments of Pren 
tis-Hall, Inc., book publishers and 
fue New York Times. 

Mr. Laub, 


director, has 29 years of experi 


former ad-sales-pr 


ence in commercial 


production, 
as writer and director for such 
Audio Productions and 
Jam Handy. He now will deal 


directly with business and 


firms as 


indus 
trial firms advising them on uses 
of the motion picture as a promo 
tional and educational medium. 
Mr Fellerman 
with Interstate Television 
and Cohn-Hall-Marx Co 
the Korean War, he 


years in the Army 


forme rly Wile 
Corp 
During 
served two 
Signal Corp 
duties 
licity for Casth 


His new include all pub 
Home Movies and 
United's ather film services. 
Travel Time at RKO-Pathe 

* RKO-PATHE sales and production 
people have spent the past month 
traveling. New film projects have 
taken Executive Vice-President Jay 
Bonafield; Sidney Kramer, General 
Sales Manager Alan Hartman 
Assistant Sales Manager; Directors 
Larry O'Reilly and Harry Smith 
Writers Earle Luby and Jerome 
Brondfield; and Musical Supervisor 
Herman Fuchs to Chicago, Detroit 
Philadelphia and “Newsponsor 
ville.” Connecticut. Things are look 
ing up for the “old pro's” 
Madison Avenue. 

Bayz Joins Robert Lawrence 
* Robert 
Inc., has taken on a new Creative 
Gapriet Bayz, former 


on uppe! 


Lawrence Productions 
Supervisor 
ly script editor and film supervisor 
with B.B.D.&0., Donahue & Coe 
and Paramount Pictures. Bon 
LAWRENCE, who runs one of the 
biggest TV commercial production 
outfits in the country, makes no 
bones about his interest in the “full 
length” commercial field. Some big 


news is forecast in the near future 


People «0 0%Piclures 


Experienced New York Group 

Forms Pelican Films, Incorporated 
® PeLicaAN Fitms, Inc. is the new 
motion picture company formed by 
Thomas J. Dunford, Jack Zander 
and Elliott Baker. 


both animation and live action films. 


It will produce 


Mr. Dunford, formerly an execu- 
tive v.p. of Depicto Films, is the 
firm’s president in charge of pro- 


Mr. Zander, a director of 


animation at Transfilm since 1948, 


duc tion. 


will head Pelican’s animation staff. 
Mr. Baker, who will handle scenario 
and direction, was recently an asso- 
ciate producer with Depicto, Ofhces 
and complete animation studios 
have been opened at 41 West 47th 
Street in New York City. 


Mel Gold Productions Opened 
by Former Ad, TV Executive 

* Mervin L. Goin, former Director 
of Advertising, Publicity and Tele- 
vision for National Screen Service, 
has resigned to form his own firm. 
Mel Gold Productions, 1639 Broad 
way, New York. The new company 
will produce TV commercials, film 
programs, industrial motion pic 
tures and will also package live TV 
shows. 

Boyars Heads Transfilm PR 

* Dave Osporn has departed from 
Pubrel 


Transfilm, Inc. The new man in 


his post as Director at 
the slot is Albert Boyars, formerly 
with Robert S. Taplinger Associates 
and the Greater New York Fund. 


NEW Ultra-Rapid 
16mm PROCESSOR 


TELECAST 
NEWSREELS 
within MINUTES 
AFTER THE EVENT! 














FILM PROCESSING EQUIPMENT 


Requires only 100’ leader—clears machine 


in 3 minutes. 


Built-in air pump for squeegee blow-off and 


agitation. 


Thermostatic control for pressure spray jets. 
Recirculating pump, agitation for bleach, 


clear and 2nd developer. 


3 speeds for different film emulsions. 
Daylight operation—no darkroom required. 
Stainless steel tanks with water jackets. 


Assures sharp, clear, permanent image. 





Model R#-TV, 52°’ high x 47°* long, x 30°° wide 


Entirely automatic! 
Requires little attention! 





MODEL R-TV for TV 
stations. Output 35’ 
per minute at 90°. 
$5600 
MODEL RT-R for race- 
tracks. Output 80’ per 
minute at 100°. 
$6700 
OTHER MODELS for all 


purposes, from 
$1095 up 





N.0.8. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19, N. Y.—Plaza 7-0440—Cable: SOSOUND 
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Frank J. Shea Named to Direct 
Industrial Sales for Sutherland 

® Frank J. SHEA has been ap- 
pointed director of industrial sales 
for John Sutherland 
Inc., New York. 

For 13 years, Shea directed 
television and commercial sales 
for The March of Time and head- 
ed the development of its industrial 
film department. 

He also sparked The March of 
Time into TV with 
Crusade in Europe and Crusade 
in the Pacific—both award win- 
ners. As TV sales chief, he was 
responsible for the syndication of 
MOT’s tv series on a nationwide 


Productions, 


ventures 


basis. 
John Sutherland 
Inc. recently 


Productions, 
increased its studio 
facilities in New York for both 
live-action and animation produc- 
lions. 


MIDWESTERN SCENE 


Robert |. Pearce 


Regan Film Productions Names 
Pearce as New Salesman-Writer 
* Rosert I. Pearce will dual-pur- 
pose for Regan Film Productions as 
a salesman-writer. He comes to the 
Detroit firm from years as manager 
of sales training for Crosley Divis- 
ion, Aveo Manufacturing Corpora. 
tion, Cincinnati, Ohio. There he 
produced the sales training program 
and staged major convention shows 
produced by Crosley. Earlier, he 
headed the speech and drama dept. 
at Hiram College. 


Stan Vainrib Joins Academy 
Films, Chicago, as Vice-President 
* Sran VAINRIB is the new veep of 
Academy Productions, Inc., Chica- 
go. He'll head production planning 
and general sales for the industrial 
and tv filmers. Previously with Stor- 
er Broadcasting Company in Birm- 
ingham, Ala., he’s been active in 
radio, tv, films and the agency field 
for the past 15 years. Earlier alma- 
WIND, WJJD and Meyer- 
hoff and Grant ad agencies in Chi- 
cago. 


maters: 
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WESTERN ROUNDUP 


John Wolfe, Sutton & Zimmer 
Combine in San Francisco 

* Expanded services and facilities 
are resulting from the recent asso- 
ciation of John Wolfe and Company 
of San Francisco with Sutton and 
Zimmer. The firm calls itself “the 
first complete radio-TV advertising 
production service including sound, 
cinematography, art and animation 
all at one permanent location.” 

A second large sound stage has 
been added for TV film and indus- 
trial movies. A complete GE kitch- 
en has been added to accommodate 
food-products clients at the studios. 


NORTH OF THE BORDER 
MacKay, Tash Managing Ontario 
Div. for Associated Screen News 

# S. ALEXANDER MacKay has been 
appointed manager and Roy TasH 
assistant manager of the Ontario 
division of AssociIATED SCREEN 
News Limitep, Montreal. 

Mr. MacKay replaces J. J. Chis- 
holm, who moved to head office in 
Montreal. He is the writer-producer 
of numerous films and slidefilms on 
educational subjects. 

After serving in World War II 
as a Royal Navy staff officer in 
visual training at naval headquar- 
ters, Ottawa, Mr. MacKay became 
educational director of Associated 
Screen News. He has championed 
the use of 


audio-visual teaching 


methods in schools and colleges. 
Over 20,000 prints of his Canadian 
Careers slidefilms are in use in 
secondary schools in Canada. 
Sparling Cited for Service 

* GoRDON SPARLING, director of 
productions, Associated Screen Stu- 
dios, Montreal, received a Special 
Award certificate at the recent sixth 
annual Canadian Film Awards. . . 
“In recognition of more than 25 
years of devoted and enlightened 
contribution to the motion picture 
making industry in Canada; and in 
appreciation of the 
services rendered.” 


distinguished 


Kling Claims Eastman's Tri-X 
Adds Flexibility, Cuts Cost 

* Tri-X film stock, a new Eastman 
product recently was credited with 
making more versatile and economi- 
cal sponsored film production pos- 
sible according to Fred A. Niles, 
vice-president of Kling Film Enter 
prises, Chicago. 

Designed to give proper exposure 
in shooting with minimum light, 
both 35mm and 16mm Tri-X stock 
has been subjected to a series of 
tests by Kling cameramen over a 
period of a month. 

In making these tests, the camera 
men shot footage in situations where 
extensive lighting would constitute 
a major requirement if normal film 
stock was used. Extensive footage 
was shot in subways, in transporta- 
tion terminals and on streets at dusk 
and during the night, all with no 
additional lighting. 

Niles 
‘using normal stock, 
we recently completed footage on 


“In terms of economy.” 


‘ 


pointed out, 


a job which called for scenes in a 
Chicago bus terminal. To achieve 
quality in the filming of those se- 
quences, a large amount of lighting 
equipment has to be moved to the 
terminal, set ups had to be made, 
and special arrangements for power 
accomplished. 
“Considerable which 
had to be relayed to the client, was 
involved. Later, using Tri-X stock 
and no lighting, footage was shot 
in the identical situations and under 


ex pense, 


the same circumstances. The re- 
sults with Tri-X were as good, if 
not better, than those achieved 
under extensive lighting when using 
normal 35mm stock.” 

Kling is moving into the use of 
Tri-X film stock in all future pro- 
duction. 


Blake Films Groucho’s Tour 

* Groucho Marx is driving a new 
De Soto from London to Paris to 
Rome in company with TV pro- 
ducer George Blake for the purpose 
of filming a series of television com- 
inercials to be used on You Bet Your 
Life. The agency is B.B.D. & O. 





COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have produced over 450 color films. If you have a production problem, 
contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, WY. 
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with 
you 
im 
maimed 


a creative and production 
organization, available to 
research, plan and produce 
your film and live program 


for maximum eflectiveness 


REGAN FILM PRODUCTIONS 


19730 ralston 
tulsa 3-4334 


JACK A. FROST, DEPT. B, 
234 PIQUETTE AVE 
Detroit 2, Michigan 


OR CALL DETROIT, TRinity 3-8030 


detroit 3, michigan 
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MOTION PICTURE STUDIO 
THEATRICAL e DISPLAY 
Rental Equipment 

Wherever you are whatever you 
need... in the way of unusual, spe 
cialized lighting, call on Jack Frost! 
For movie-making, stage lighting 
exhibits, conventions . for any 
iocation requiring exceptional lighe 
ing, Jack Frost is ready to serve you 
with an unequalled national service 
including complete installation and 
removal wherever you are 


Please send me full informa 
ition On your rental service 
Name 
Address 
City Zone Stote 





Holland's Bulb Growers Present 
Tale of Floral Cooperation 

* A new 16mm color film titled 
Nations United for Spring Beauty 
is now available for all group 
showings, including schools. Previ- 
ously, it has been available to adult 
audiences only. 

The two-reel, 20-minute picture, 
with English narration, is sponsored 
by the Associated Bulb Growers of 
Holland. 

Every year, thousands of crates 
of healthy flower bulbs reach this 
from The Netherlands 
where bulbs are big business. This 
film is the story of the research, 


country 


labor and inspection that produce 
the tulips, daffodils, hyacinths and 
other bulb flowers for, whic h Hol- 
land is renowned. 

It’s the law that no bulb, seed 
flower, tree or shrub may enter the 
United States without clearance by 
plant from 
the Bureau of Entomology of the 
United States Department of Agri 
culture. Before 1951 this inspection 
was carried out on our shores. Now 


quarantine inspectors 


the inspectors, invited by the Dutch 
Bulb Exporters make 
their inspection in the fields. bulb 


Association 


sheds, packing houses and loading 
docks. This system and the inspec 
tions conducted by the Dutch them 
selves ensures quicker delivery, bet 
ter bulbs. 

The film is available free of 
charge (except for transportation 
both ways) from Films of the Na 
tions, 62 West 45th street, New 
York 36, N. Y. 
referred immediately to the nearest 
regional distributor. Nations Unit 
ed for Spring Beauty is also cleared 


Inquiries will be 


for television use. 
ma 


“Nurse, Please!'' Aims to Recruit 
Students for Practical Nursing 

® Medicine’s continuing ery for 
personnel was echoed recently with 
Nurse, Please! a two-reel color 
film, sponsored by the National As- 
sociation for Practical Nurse Edu- 
cation. 

Dr. Leonard A. Scheele, Surgeon 
General of the United States Public 
Health Service, appears in an intro- 
duction to the dramatization. 

Produced by Trident Films of 
New York City, the film is being 
offered in black and white and col- 
or prints on rental or purchase 
basis. Rental fees are $3.00 for 
black/white: $4.50 for color. The 
purchase price is $40.00 for black 
white, $140.00 for a color print. 

Inquiries should be addressed to 
Miss Hilda M. Torrop, Executive 
Director, National Association for 
Practical Nurse Education, 654 
Madison Avenue, New York 21 


selected films for 16mm programs 


“The Magic Pathway,” Color Pix, 

Examines Eye Specialist’s Work 

* An eye-to-eye view of motion 
picture use for depicting small, 
structure and scientific 
skills appears in The Magic Path 
way, a new l6mm color film spon 
sored by Better Vision 


Inc., New York City 


The documentary’s purpose is to 


complex 


Institute, 


give the public a clear idea of what 
a doctor is up to when he points 
his spotlight into a patient's eye. 
What does he look for? How does 
he determine the need for lenses 
and which lenses may be needed? 
The studious camera pays strict 


attention while the 


eye-spet ialist 
conducts a visual examination. It 
attends the spec ialist’s classes and 


shares in his education and train 


ing in the use of precise ophthal- 
mic instruments. It picks up a car- 
toon explanation of the eye’s struc- 
ture and its teamwork with the 
brain to produce vision. 

A Westbrook Van Voorhis nar- 
ration and a musical background 
help build intensity and bridge se- 
Models wearing many 
glamorous styles of glasses provide 


quences. 


a promotional glimmer. 

Produced by Proser-Barnes Pro- 
ductions as a companion piece to 
Wonderland of Vision which now 
is in its third year and has been 
shown to a million and a half view- 
ers, the new film aims for a big 
audience. 

The Magic Pathway can be 
booked through Movies U. S. A.. 
729 Seventh Ave.. New York 19 





SOUND 





Suce CIAO SS. 


1909 BUTTONWOOD STREET + PHILA. 30, PA. 
Rittennouse 6-1686 


Drodlucors of “He 
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SYSTEM 








“Beaver Valley,"’ Prize Disney 
Film to 16mm Screens in Sept. 

* Favorites from Walt Disney’s 
Technicolor ark will be available 
to non-theatrical users September 1, 
according to Carl Nater, l6mm de- 
partment chief of Walt Disney Pro. 
ductions. 

First reel down the gangplank is 
Beaver Valley, second True-Life Ad- 
venture of the studio’s well-known 
nature series. 

Right along come three “Cartoon 
Parades.” Parade 4 includes Good 
Scouts, Squatters’ Rights and Ha- 
waiian Holiday, all starring the 
irrepressible Donald Duck. 

Other pen characters cavort in- 
structively in a Parade 5 trio: How 
to Play Football, How to Swim and 
How to Ride a Horse. 

Little Hiawatha, Elmer Elephant 
and the Tortoise and the Hare form 
Parade 6 which drums in the di- 
rection of school and church audi- 
ences. 

Beaver Valley was chosen for 
general 16mm release because it 
was named in more requests from 
schools and churches than any of 
the other True-Life Adventures. It 
has won national and international 
awards, 

All these titles are available 
through film libraries licensed to 
handle Disney releases. A request 
to Walt Disney Productions, 16mm 
Division, Burbank, California, will 
bring a complete catalog of all 
l6mm subjects without charge. 


New Albion Films, Inc. Braves 
Color Trend with Sharper B/W 

* Boldly in the face of color, a new 
childrens’ tv film series is being sold 
specifically on its black and white 
merits by New Albion Films, Inc., 
San Francisco. 

The series, The World of Wolo, 
was shot with ordinary Eastman 
Kodachrome film stock employing 
a method developed by W. A. 
Palmer Films of San Francisco. 
The technique is said to offer tv 
film producers, advertisers and 
agencies the opportunity of getting 
good black and white prints on a 
limited budget. 

Unique methods of lighting, 
photographing and film handling 
work to produce “fleshy” pastel 
tones in the master print. Black and 
white prints taken from this color 
master are clearer, sharper, and 
offer a far greater range of “grey” 
tones than prints derived from black 
and white stock. 

This technique largely is the re- 
sult of research performed by San 
Franciscoans W. A. Palmer, in- 
ventor of the Palmerscope, and 
Dave Butler, who developed a color 
film system in 1932. 
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FILMS FROM BRITAIN 


British A-Bomb, Desert Cotton 
Encompassed by BIS Releases 
*% A-bombing off Australia, an oil 
river flowing in Iraq, and cotton 
blooming in the desert of the Sudan 
typify the geo-historical scope of 
recent British Information Services’ 
16mm releases. 

In Operation Hurricane, 27-min- 


utes, the British government tells 
a not-too-well-known story of a 
British-made atom bomb which in 
1952 was detonated inside a ship 
off the island of Monte Bello on 
the Australian coast. 


How British engineers built the 
weapon according to specifications 
developed independently (after 
1945) of the U.S.A. is reported. 
From a survey of basic calculations, 
bomb manufacture and instruments 
for effect, the film 


moves to the test site. 


measuring its 

The climax begins with a trip 
out to the ship to arm the bomb 
with its firing mechanism, accurate 
to 1 millionth of a second. Caught 
by cameras capable of 100,000 pic- 
tures a second, the explosion’s force 
is emphasized by a repeated shot 
of its deadly dust cloud. 

The Third River is named for a 
river of oil in Iraq. The 30-inch 
diameter pipeline across the country 
is seen increasing the annual out- 
put of Middle Eastern oil from 8 
million to 20 million. This 
strategy-aware film 
study 


tons 
is 


28-minute 


marked for classrooms and 
groups. 

An inspiring tale of how the im- 
of the Sudan 


transformed into the white richness 


mense desert was 


(one) ek - a5 nek 


FILMSTRIP 





DUPLICATING 


FRANK HOLMES LABORATORIES 
7619 SUNSET BOULEVARD 
LOS ANGELES 46 CALIFORNIA 


WRITE FOR PRICE LISTS D,F.&S 
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is | 


Cotton Scheme 


of the Gezira 
Planted a Stone. | 


recited They 


The 26-minute documentary shows 


in 


how the Nile was made to hose this 

prosperous garden. Its part im the 

life of the Sudan is told in personal 
| 


terms. 
Close to British home. other stand- | 
outs in the new BIS film batch | 


include: 

The Channel Islands, a 16-minute 
color camera caravan through the 
of 
Herm. The film explores the land- 
scape and the people of these little 
known but important spots in the 


islands Jersey, Guernsey and 


sea. 

The Heart Is Highland, a 20- 
minute fling over the rugged and 
romantic Scottish be 
Edinburgh Inverness. 
Though Glamis Castle yet. broods 


countryside 
tween and 
down and clans still gather, new 
agriculture, industry and transpor- 
tation are shown making the High- 
lands a different place. 

The Dancing Fleece, 20 minutes, 
spins into the centuries-old British 
woolen industry. A wool worker and 
some color fantasy ballerinas re- 
create the steps in wool production. 
Art and Industry are integrated in 
this study of craftsmanship. 

Capital City bus rides in London 
for 10-minutes and Bridge of Time 
tarries at London Bridge for 16- 
minutes. Both films form portraits 
of 20-mile hub of 10 million 
people turning in the commerce of 
the world. 


a 


For 10-minutes English Pageantry 
spellbinds with 
tacles, reaching 


ceremonial  spec- 


its climax with 
“Trooping the Color.” 

Rental and sales prices for these 
films are available from BIS, 30 
Rockefeller Plaza, New York 20. & 

* 


Films of Nations Distributors 

to Film Subjects in Spanish 

* Films of the Nations Distributors. 
Inc., New York and Circuito CMQ, 
Havana, Cuba, have entered into an 
agreement by which all Films of the 
Nations’ short subjects will be made 
in a Spanish version. 

Script adaptation and narration 
is handled by CMQ, mixed record- 
ings and prints are made by FOND. 
Films will be released in a series of 
13. The first of these is completed. 
Seven series will be made and will 


be available to all tv stations in 
Spanish speaking countries. 

Films will be available also to 
educational institutions in Latin 
America and the U.S.A. The deal 
was handled by Benigno Nosti, 
head of the film department of 


CMQ and Maurice T. Groen, presi- 
dent of Films of the Nations Dis- 
a4 


tributors, Inc. 





Put a SELECTROSLIDE to work 





Let a Selectroslide present your sales message — illus- 
trate your training program — dramatize your reports. 


It’s operation is completely automatic, or can be operat- 


ed by remote control. 48 Slides in story-telling sequence 


best — Selectroslide. 


Write for 
Tnpormation 





repeat over and over when necessary. 
1000-watt projector produces large brilliant images in 
the largest auditoriums. Completely portable, Selectro- 
slide is easy to operate, effective to use. 


The superb 


Select the 


2201 BEVERLY BOULEVARD 
LOS ANGELES 4, CALIFORNIA 





NEW & USED EQUIPMENT 


For Motion Picture & TV Film Production 


FES 
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Synchronize, Measure, Clean, and Store 
l6mm films on cores, without rewinding. | 
| 


| 
NOW—You can Project, Edit, Saapect, | 





Simply open split reel, slip in film on 
core, and close reel. | 
400 ft. split reel—l6mm. $4.50 | 
800 ft. split reel—l6mm 6.00 

1200 ft. split reel—l6mm . 750 
1600 ft. split reel—l6mm..... 9.00 


Phone: 
Cable Address — FLORBABB, N.Y: 


Try one now 


F & B SPLIT REELS Introducing CRESCENT MATTON 
; AMAZI> NEW ro t which re 

; highlights, het sen itsieen ete 

j TIME - SPACE > < e noe » Creme - ~ ng. gle sony 
SAVE: WEAR & TEAR | painted surfaces, etc. Eawy to apply with 
LON 16mm PRINTS. isa be ‘hendied selely without 


PRICE $2.25 PER CAN 
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e| “14” size Price $8.75 


CASH FOR USED EQUIPMENT 


FLORMAN & BABB 


70 West 45th Street, New York 19, N.Y. 
Murray Hill 2-2928 











Beseler Reduction Attachment 

Shrinks Copy 30% from Original 
° Copy images can be reduced to 
10°, «of their 


projection 


original size when 
is governed by a new 
Reduction Attachment for use with 
all Vu-Lyte Opaque Projectors, a 
Charles 
manufacturer. 


cording to Beseler Com- 
pany 

lor example: copy that is 10” 
10” can be reduced to 3” x 3” on 
the screen. The degree of reduction 
depends upon the focal length of the 
lens being used. 

Industrial, science and art classes 
can use this equipment to reduce 
tracings, the company points out. 

The company also has improved 
the Vu-Lyte Opaque Projector itself 
The improvements are said to ive 
better light, longer service and re 
quire less maintenance 


A new No. 14 


Power Cord and specially designed 


Super service 
Monoplane Filament Lamp has been 
added as standard equipment on all 
Vu-Lyte 
The lamp has a rated life of 50 


Large Aperture models 
hours. 

The Vu-Lyte cooling system is 
In addi 


tion, the company is making all of 


now “30° more effective.” 


its standard projectors available for 
operation on DC as well as AC. 
The Charles Beseler Company in 
vites inquiries on specific projection 
problems. Address such questions 
to its Education Division, 60 Badger 


Avenue, Newark 8, N. J 


New Differential Rewind Gimmick 
® S.O0.S. CrineMaA Suppty Corp. is 
marketing a new device which re- 
winds l6mm and 35mm reels simul 
taneously with uniform take up 
Called the 5.0.8. Differential Re 


; , ’ 


NEW Gisum 


PRODUCTS 


The Latest in Projection and Production Equipment 


wind Gimmick, the new item is 


simply placed on any keywayed 


rewind spindle ind regardless of the 
various sizes of the rolls and widths 
of films it is claimed the operator 
will never throw slack. Proper bal 
ancing of reels is also assured and 
users will find they can go through 
the film synchronizer backward or 
forward at will. 

Film cutters and editors of Amer 
ican Broadcasting Co., Consolidated 
Film Labs., General Film Labs. 
Houston Color Lab., Paramount 
Picture Pathe Labs, 20th 
Century Fox Films and Columbia 


Pictures are 


{ orp 


among current 
of the Gimmick. 


users 


The price is little 


more than a pair of rewinds them- 
selves. Previously, the only known 
item of this nature is said to have 


heen very costly and complicated. 


” * 4 


“Largoscoop”: Dutch Wide-Screen 
Eliminates Special Lens Need 

* Production of wide-screen motion 
pictures with a system not requir- 
ing special lenses recently resulted 
from a Dutch invention. 

A system of anamorphic mirrors, 
developed by Prof. A. Brouwer of 
the Oude Delft Optical Company 
in Delft, The Netherlands, has been 
given a world-wide 


patent under 


the name of “Delrama.” 


CAPITAL 


FILM LABORATORIES, INC. 
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Mixer Magnesound Unit Adapts 
Victor 16mm Projector Models 

* Sound additions to silent or sound 
film are possible with the use of the 
Mixer Magnesound, a magnetic at- 
tachment for the new Victor 16mm 
Projector announced by Victor An- 
imatograph Corporation. The mixer 
adapts to any Victor 16mm sound 
motion picture projector. 

This unit has individual inputs 
for microphone and phonograph. 
Both may be used simultaneously 
for professional type recording. Sep- 
arate microphone and phonograph 
volume controls allow versatility of 
volume selection. 

The mixer’s main components in- 
clude a magnetic sound drum in- 
corporating separate record-play- 
back and erase heads, microphone, 
and magnetic amplifier. The drum 
is interchangeable with the Victor 
Projector’s optical sound drum and 
is connected to the magnetic ampli- 
fier. The amplifier is interconnected 
with the projector amplifier. 

Recording and playback are ac- 
complished as the film runs through 
the projector. Mixer Magnesound 
uses 100 mil magnetic striped film, 
optical sound film with a 50 mil 
magnetic halftrack or 50 mil mag- 
striped double perforated 
silent film. Recording can be made 
at 16 (silent speed) or 24 (sound 
speed) frames per second. 


netic 


Erasure of a previous recording 
is automatic when a new recording 
is placed on the film. A safety de- 
vice in the amplifier eliminates ac- 
cidental erasure. 

The Mixer 
plete with carrying case is priced 


at $199.45. 


* * 2 


Magnesound, com- 


“Semimatic’ Slide Changer New 
Feature on TDC “300"' Model 

* “Headliner 300,” a new 300-watt 
TDC slide projector with blower 
cooling and a tray - loading slide 
changer has been announced by the 
Turee Dimension CoMPANY, a di- 
vision of Bell & Howell. 

The unit is the first in its price 
range to provide the Selectron-Semi- 
matic slide changer which takes any 
standard 2 x 2 glass, metal or card- 
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board slide mounts, company an- 
nouncement said. 

The slides are placed in a Selec- 
tray for index storage, ready for 
showing without touching a slide 
by hand. The entire Selectray is in- 
serted in the changer. 

“Headliner 300” has a 4-inch 
£/3.5 coated anastigmat lens with 
It fea- 
tures a microtilt adjustment with 
dual knobs, a rotary on-off switch, 
and rubber foot pads to protect fur- 
niture finishes. 


precision helical focusing. 


The streamlined housing has a 
metallic wrinkle finish in amethyst 
gray with contrasting tones of gold 
and dark gray. A protective screen 
covers the air intake. The cuff- 
mounted blower unit is integrally 
designed into the projector housing 
for maximum cooling efficiency. 

The “Headliner 300” is now being 
delivered to TDC dealers. Its retail 
price, $49.99 includes the Semimati: 
unit and one selectray. An airplane 
luggage case is available for the pro 
jector for $9.50. 





Above: Standard's Filmstr p Previewer 


Standard Filmstrip Previewer 

Aids Selection of 35mm Scenes 

* A device enabling 35mm _ film- 
strip users to preview their mate- 
rials quickly has been announced 
by STANDARD PROJECTOR AND EguiP- 
MENT Co., INc., 7106 Touhy Ave., 
Chicago 31, II. 


Of “simple, sturdy construction,” 


Make a 


everlasting message. 


1921 Hillhurst Ave. 
Hollywood 27, Calif. 
NOrmandy 3-9421 
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Color is an essential part of your film. 


“color planned film” 


a film that will tell your story by 
using creative powerful hues at the 
right saturation to impress your 
audience, to leave in their mind an 


If color is important in the display 
or presentation of your product, send 
for a copy of our brochure on “Color 
planned films,” or ask to see our 
most recent motion pictures. 


GOLDEN KEY PRODUCTIONS, INC. 


the Standard Filmstrip Previewer 
may be operated from batteries ot 
115-120 volt current. Viewing of 
filmstrips is direct with the light 
source located in back of ground 
glass. 

Its lens produces 2 to 1 mag- 
nification. In a lighted room, all de 
tails of the filmstrip are made vis 
ible and fine print in titles and text 
are readable, the manufacturer says 
The Previewer stand is adjustable 
for different angles of viewing. 

Distribution of the Previewer will 
be through visual aids dealers. Its 
price, equipped for both battery and 
plug-in operation, with stand, is 
$14.95. 

* * a 
Fixed Focus, Wide-Angle Lenses 
Featured in Elgeet “Package” 
¢ Excceet Opricat Company, Inc., 
has announced a complete lens pac k 
age for the Bell & Howell 172A and 
172B magazine cameras and 134\ 
and 134W roll cameras. 

This package known as_ the 
“LC85” introduces the first inexpen 
sive fixed focus telephoto lens for 
these Bell & Howell cameras, a 38 
mm (114”) £:3.5 fixed focus tele 
photo, made with Elgeet design and 
engineering. 

Also included in the package is 
a 7mm f:2.5 wide-angle (uni-focus) 
lens and matching finders for both 
the telephoto and wide angle lens. 
The list price of the package in 
cluding all four pieces is $80.00. 
For further information, write EI- 
geet Optical Company, Inc., 838 
Smith St.. Rochester 6. N.Y. 


n * n 


Ampro Corporation Unveils Two 
Tape Recorder-Radio Combinations 
* Two new combination tape re- 
corder-radio models were announced 
in mid-June by the AMpRoO Corpor- 
ATION, Chicago manufacturer of 
motion picture projectors and tape 
recorders. 

The Ampro “Celebrity” and “Hi- 
Fi” recorder-radio com- 
binations feature auto- 
matic recording of radio 
programs, utilizing a 
precision amplification 
system to provide tonal 
quality. Operation of the 
tape recorder has also 
been simplified by an 
all-electronic recording 
and play-back system. 

Users can also record 
their own comments 
while the machine re- 
cords music or other 
sounds from the radio 
Price of the 
“Celebrity” is announced 
at $264.45; the “Hi-Fi” 
will retail at $274.45 


signal. 
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@ SOUND READERS 
@ SYNCHRONIZERS 
@ FILM RACKS 
@ FILM BINS 
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Distributors and Manufacturers of Professional Motion Picture Equipment 


35m ° 16m 


EDITING EQUIPMENT 





MULTI-PURPOSE 
REWIND 


' @ ROBOT Ii AUTOMATIC SPLICER 


@ CUTTER’S GLOVES 


> @ EDITING TABLES 


TIGHT WIND 


@ REELS — CANS — FLANGES 


Write for free catalogue and price list 


946 SEWARD STREET 


HOLLYWOOD 


CALIFORNIA 
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When you're making a sales presentation 
with movies or color slides, the show must 
go on. You can put your mind at ease if 
you have a spare Sylvania projection lamp 
to protect against unexpected burn-outs. 


Sylvania projection lamps give bright, 
life-like screenings that really put your 
story across. Their filaments are especially 
coiled to give a more solid mass of light. 
Special shock absorbers protect the longer 
filaments of larger lamps from vibration 
—assure a much longer life. There are 19 
Sylvania projection lamps for all standard 
projectors from 100 to 1000 watts. Order 
Sylvania today! 






keep a spare Sylvania 
projection lamp handy! 


lighting 
In Canada: Sylvania Electric (Canada) Ltd., 
University Tower Bildg., St. Catherine St., Montreal, P. Q. 







“THE PROJECTION 
LAMP WITH THE 
SHOCK-ABSORBER”’ 


YLVANIA. 


Sylvania Electric Products Inc., 
1740 Broadway, New York 19, N. Y. 


radio - electronics - television 
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Super-Stroboscope Device for 

Slow Motion Cinematography 

* Rapid moving phenomena of pe 
riodi or aperiodic deve lopment may 
either be observed or photographed 
with the Kern Swiss Super Strobo 
Kart Herrz, 
Inc., 150 West 54th St., New York 


For industrial and scientific use 


scope, announced by 


this precision instrument serves the 


same purpose as a slow motion 
camera but is more economical to 
operate, the company claims 

The Super-Stroboscope may be 
used for the investigation of me 
chanical processes, the flow of 
liquids and gases and electrical dis 
charges. 

The light which usually is placed 
behind the object is limited by a 
slit. It first hits a 


which reflects it to a rotating drum 


fixed mirror 
of 6 mirrors driven by a motor and 
finally is directed through a revoly 
ing dise with from 2 to 100 slots 
coupled to the same motor 

The special regulator changes the 
motor speeds from 500 to 2500 ro- 
tations per minute, while the trans 
mission ratio between dise and mit 
ror drum can be 
1:45 up to 1:90 


adjusted from 
{ p to 100 imgaes 
per second rae visible thruogh the 
consecutive slost which are laid side 
by side at regular intervals. 

width of the 
slit, the speed of the motor, the 


By changing the 


transmission ratio, and the number 
of slots, an accurate analysis of 
almost any movement can be made 

By stopping the mirror drum th 
instrument can be converted into a 
simple stroboscope, 1 he company 
credits the unit's motor speed regu 
lation with enabling 1% 
measurement of 


accuracy 
rotation 
120,000 ro 


speeds 
ranging from 500 to 
tations per minute, 

A set of interchangeable obje 
tives, eyepiece, slit diaphram, and 
prisms allows focus on practically 
any object at a distance from in 
finity to 30mm. Other accessories 
include two types of lamps and an 
attachable 35mm reflex camera with 
groundglass. 

The Kern Super-Strobo 
scope is priced at $995.00 


Swiss 
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ALONG THE EQUIPMENT 


Super Lamp for Bell-Howell’s 
5205 Printer Speeds Color 

* With a light output ten times 
brighter than that of other 300 watt 
Bet, & Hower 
PANY’S Design 5205 film printer will 


printers, Com- 


speed production of 16 and 35mm 


3 
color prints, according to A. H. 
Bolt, director of professional sales. 
It will also afford more uniform 
light, he said. 


A new Intensity 


Super High 
Lamp is responsible for increasing 
the light at the printing aperture 
from 20.2 to 215 foot candles. 
Greater speed in printing will be 
possible because the high intensity 
light quickly penetrates the layers 


of filter used with color film. The 


LINES 


lamp has a rated 200 hour life com- 
pared with 25 hours for the pre- 
vious model. 

A new dowser shutter allows the 
lamp to be preheated to desired 
color temperatures, and an air duct 
holds 


rounded by air streams. Only one 


frame filters in slots sur- 
heat absorbing filter is necessary. 
An improved type of glass with 
greater heat absorption and light 
transmission qualities has been used. 
A new blower which reduces noise 
is expected to cut operator fatigue. 
Bell & Howell printers 
shipped after May Ist and 35mm 
printers shipped 


16mm 


after September 
Ist will be equipped with the new 
Super High Intensity Lamp. 


WevE DONE I'T/ 


% 


16mm 
color 
reductions 
from 


35mm E.K.neg. pos.’ 


A new service has been added to the 


most complete color laboratory in town. Now 


you can have 16mm color reduction 


prints from 35 E.K. neg.-pos.—as well as 35mm 


prints 


AND WITH OPTICALS TOO! 


Whether you use your original all the way thru— 


or resort to color internegatives—clear bright 


16mm color prints are readily obtainable. 


Call or drop us a line so we can chat over any 


problems you may have in mind. 


Color SErVICE CO., inc. 


115 W. 45th ST 


NEW YORK, N.Y 


BU 


Alonge’s Non-Mag Tape Splicer 
Made for Fast, Sharp Action 

* A precision tape splice can be 
made with speed and assurance by 
anyone using the new Alonge Non- 
Magnetic Recording Tape Splicer, 
according to its manufacturer, 
ALONGE Propucts, INc., 163 W. 
23rd Street, New York, 11. 

This instrument features a cut- 
ting arm with three knives. The 
center knife is directional and can 
be pivoted and set to cut recording 
tape at a perfect 90°, at 672°, or 
at 45°, the company says. 

Two pressure pads, made of non- 
magnetic spring bronze, hold the 
recording tape in place while the 
two side knives cut the splicing tape 
to the exact width of the recording 
tape. Two float springs provide 
static neutralization. 

To operate the splicer, the user 
must: Place the recording tape into 
the retaining groove. (An engraved 
center line and an index marker 
enable placement of the tape as de- 
sired.) Press down the pressure pads 
on to the recording tape. 

Set the center cutting knife at the 
angle of cut desired. Press the large 
top knob down firmly, using the 
palm of the hand (do not hammer). 
Cut away the unwanted portion of 
tape: the severed ends will be in 
position for the finished splice. 

Roll the splicing tape over the 
float springs (not pressing down the 
splicing tape but letting it rest on 
the top of the springs.) Snap down 
the extreme end of the cutting con- 
trol arm. The two side cutting blades 
will trim the splicing tape to the 
exact width of the recording tape. 

The Alonge Non-Magnetic Re- 
cording Tape Splicer’s shipping 
weight is one pound. For additional 
details and prices write the manu- 
facturer. 

oo 7. . 

Knox Shows “Rainbow"’ Screen 

* A portable silver projection screen 
guaranteed not to wrinkle is offered 
by the Knox MANUFACTURING Co., 
Franklin Park, Ill. The Know “Ratn- 
Bow” comes in 4 standard sizes, be- 
ginning at 30 x 40; lists from 
$32.50 up. 
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Dont scratch your film 


BECAUSE OF SCRATCHES 
Ye 


7 
2) * Let RAPID remove them! 
- Many a fine movie print 
\ et or negative is sent to the 

7 ) glue factory when it gets 
. a few unsightly scratches. 
Wouldn't it be kinder to 
your film (and you) to 
send it to us for a thor- 
ough reconditioning? Our 
exclusive process removes 
all scratches, dirt and 
other surface imperfec- 
tions from old or damaged film. And best of all, 

it costs so little. That's how more and more users of film 
keep their film running — and winning the race against time. 


RAPIDWELD (our exclusive process) 


We remove scratches, fingermarks, oil stains 
from both sides of film, restore flexibil- 
ity to brittle film and repair faulty splices. 









* 





Among our many satisfied customers are: Eastman Kodak Co., 
E. |. du Pont, U. S. Steel, General Motors, American Can, 
American Cyanamid, Pan-American Airways, Jam Handy Org., 
CBS-TV, NBC-TV, Santa Fe R. R., State Depts. of Education, 
Ohio, Georgia, Connecticut, Maryland. 


RAPID REMOVES SCRATCHES 


from 16 and 35 mm 
ORIGINALS «+ NEGATIVES 
KODACHROMES « PRINTS 


rapid 
=" FILM TECHNIQUE INC. 


21 WEST 46th STREET * NEW YORK 36, N. Y. © JU 2-2446 
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TRENDS 


IN BUSINESS FILMS: 


(CONTINUED FROM 
“About 1932.” 
leased our first sound-on-film production. In 
1939 we released our first 


PAGE EIGHT) 


sync. reports Dean, “we re- 
l6mm color films. 
Since World War II, everything has been shot 
and released in l6mm color.” 

Incidentally, Caterpillar had added another 
important contribution to the film medium in 
its recent production Seeing Is Believing, a 
motion picture to sell the use and benefit of 
motion pictures to its dealer organization. 

The history of the film medium is a fascinat- 
ing subject, worth reviewing in some detail and 
containing many good ideas which have been 
tried in past decades and offering interesting 
possibilities for the present. In this 15th con- 
secutive year of BUSINESS SCREEN’s publication 
life, we have already introduced the story of 
General Electric’s pioneer efforts. Wd 
President of Imperial Oil Limited Has 
Some Pertinent Thoughts on Business Films 
* Speaking at the Annual Canadian Film Awards 
presentation ceremonies in Montreal last month, 
J. R. White, president, Imperial Oil Limited: 

“Moving pictures are playing an important role 
in modern business. They are an ideal medium 
for internal and external communication because 
one both sees and hears the messages they bring. 
In our company we have used them for quite a 
few years in connection with personnel and dealer 
training, sales promotion, product information, 
mechanized farming clinics and so on. . . In due 
course we looked farther afield, and nearly 10 
years ago arranged to tell in popular terms some 
thing about the problems of finding and produc- 
ing oil. 

*... Out of that, too, came a better appreci 
ation of the cultural values of films and some peo 
ple may have thought we were going pretty far 
afield when we sponsored pictures that had no re 
lation at all to the business we are engaged In, 
pictures such as The Loon’s Necklace and New- 
foundland Scene, for instance. 

“However. | do not think we were, because I 
have a strong feeling that industry has a real con 
cern and an important role to play in the cultural 
development and achievement of any country in 
which it has its being and strives to earn its living. 

“One would have to go far to find a cultural 
instrument more adaptable and effective than the 
motion picture film can be.” Lg! 


MOTION PICTURE 
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OPTICAL PHOTOGRAPHY 


Animation — Titles 


343 LEXINGTON AVE. 
LExington 2-7378 











» Quality 


. Precision 
. Celerity 


We are making the best slide-film 
records in the business today, featur 
ing ESI (Electronic Signal Inserter 


for exact placement of automatic signal 
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WLWWEVSAL RECORDERS 


6757 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIFORNIA 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


__EASTERN STATES _ 


¢ CONNECTICUT ¢ 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* DISTRICT OF COLUMBIA ¢ 


The Film Center, 915 12th St. 
N.W., Washington. 


*¢ MARYLAND « 


Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY « 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


° NEW YORK « 


Association Films, Inc., 347 
Madison, New York 19 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig & Landis, 
Inc., 265 W. 14th St., New York 
City 11. 

The Jam Handy Organization, 
1775 Broadway, New York. 

Ken Killian Co. Sd, & Vis. Pdts. 
17 New York Ave P Westbury, 
N.Y. 

Mogull, Film and Camera Com- 


y, 112-114 W. 48th St., New 
ork 19. 


8S. O. S. Cinema Supply Corp., 
6U2 W. 52nd St., New York 19. 

Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


Training Films, Inc., 150 West 
54th St.. New York 19. 


United World Films, Inc., 1445 
Park Ave., New York 29. 


Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA « 
The Jam Handy Organization, 


Gateway Center, Pittsburgh 22 


> 


J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


¢ WEST VIRGINIA ¢ 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 


SOUTHERN STATES 


* ALABAMA « 


Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7, 
Ala. 


¢ FLORIDA « 
Norman Laboratories & Studio, 


Arlington Suburb, Jacksonville. 


United World Films, Inc., 1311 
N. E. Bayshore Drive, Miami. 


* GEORGIA « 


Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


United World Films, Inc., 287 
Techwood Drive, N. W. Atlanta. 


* LOUISIANA « 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


* MISSISSIPPI « 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 
¢ TENNESSEE ¢ 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


e VIRGINIA ¢ 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


* ARKANSAS ¢ 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


e ILLINOIS « 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 
United World Films, Ine., 605 

W. Washington Blvd., Chicago 6. 





e INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


°e IOWA 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI ¢ 
Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 


Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 
Twyman Films Inc., 400 West 

First Street, Dayton. 
M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 


¢ CALIFORNIA ¢ 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


United World Films, Inc., 6608- 
10 Melrose Ave., Los Angeles 36. 





Association Films, Inc., 351 Turk 
St., San Francisco 2. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA « 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


© OREGON « 


Moore’s Motion Picture Service, 
33 N. W. 9th Ave., Portland 
9, Oregon. 


United World Films, Inc., 5023 
N. E. Sandy Blvd., Portland. 


e TEXAS « 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


Association Films, Inc., 1915 Live 
Oak S2., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


United World Films, Inc., 2227 


Bryan Street, Dallas. 


¢ UTAH « 


Deseret Book Company, 4 E. So. 
Temple St., Salt Lake City 10. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


BUSINESS SCREEN MAGAZINE 
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ELE DELICE IEE IE: 


At Personalized 
Professional 
Sewice 


TO THE GREATEST 
NAMES IN THE 
UPPER MIDWEST 


General Mills, Inc., Hamm Brewing Co., 
The Farmhand Co., Minnesota & On- 
tario Paper Co., J. R. Watkins Co., and 


many others. 


COMPLETE PRODUCTION FACILITIES 


e Motion Pictures 
e Slide Films 
e TV Commercials 


3500 sq. ft. Sound Stage 


EMPIRE 


PHOTOSOUND INC. 


1920 Lyndale Ave. So. 
Minneapolis 5, Minn. 
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SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 








CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 
5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 
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New Jersey Telephone Puts Need 
for Rate Increase on the Screen 

* The New Jersey Bell Telephone Company is 
currently engaged in acquainting its employees 
and the public with its peed for an increase in 
rates. The company points out that its earnings 
lower than that of 
New Jersey industry and it needs more income 


are much other 


types of 
to carry on the great expansion of service it is 
now undertaking. 

One of the most important means of com 
munication the company is using is a well-in- 
formed employee force, who will understand the 
issues involved and be able to explain them to 
their neighbors and to subscribers with whom 
they come into contact. In employee meetings 
where New Jersey Bell’s financial problems are 
being freely and candidly discussed the com- 
pany is showing a new film on the subject to all 
of its 25,000 employees throughout the state. 

It’s Time to Talk (22 minutes, b/w, produced 
by Owen Murphy Productions) first points out 


how important the telephone company, as a 





President William A. Hughes of the N.J. Tele 


phone Co. meets associates via this film 
business, is to New Jersey. Comparing it to a 
fictional chemical company about to locate in 
the state, the film hints that the telephone indus- 
try cannot be just taken for granted, it is a busi- 
ness and cannot operate efficiently without a 
sufficient return for its investors, its employees 
and for future expansion. 

As if setting the stage for conversations which 
telephone people might actually have with friends 
and customers, the film shows colloquies be- 
tween a station installer and a subscriber who 
cannot see why such a great big company should 
need to charge more for its service. In this and 
other sequences of conversations between tele- 
phone people and the general public the film con- 
vincingly explains the economic facts of N. J. 
Bell’s existence, its great expansion in the past 
decade to meet ever increasing demands, and its 
costs which have risen disproportionately high 
to its revenue. 

In all scenes, Bell Telephone employees are 
played by themselves, and acquit themselves 
like old troupers. 
William A. Hughes, president of the 
New Jersey Bell Telephone Company, is intro- 
duced in the film and tells his 25,000 associates 
that he feels the film is his best way to greet 


Other parts are played by 


actors. 


all of them and to point out the company’s rate 
problem and the best way to meet it. 1 








GEO. W. COLBURN LABORATORY INC 


164 NORTH WACKER DRIVE*CHICAGO 6 


TELEPHONE STATE 27316 


16mm 
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How to make a GOOD movie 
on any budget! 


FILM and the 
DIRECTOR 


by Don Livingston 


In this book an experienced Director of more 
than 60 movies tells you specifically how the ex- 
perts get the best results from actors, technicians, 
and equipment. You'll learn, for instance: 


to make sure ur 
continuity is flawles 


. How ll important picture composition 
vid . 

Possibilities and limits of camera, lighting, sound and 
other equipment, and ways of 


aving time and expense 
through skillful use 


of such equipment 


Hlow to analyze a script for production schedule; tech 
eo niques of editing, fittir ind hundreds 
of other detail 


sound to picture, 


If you want to write, produce, or direct better movies on any 
budget, you'll find much practical, professional help in this 


SEE IT ON APPROVAL 


The Mecmilion Company, 60 Fifth Ave., H. Y. 11 


Viease send me a copy of Film and the Director, 1 will 
either remit the full price of $4.50 plu mall deliver 
charge, or return the book in 10 da (Save: send check 


and we 


deliver 
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AT GRAND CANYON PREMIERE OF “IN THE BEGINNING .. .” 


*& The world premiere of this re- 






















synchronous 
magnetic film 
recorder for 
motion pictures 
and television. 


markable General Petroleum-sponsor- 
ed motion picture was held at Grand 
Canyon National Park recently. 


Among those present... 





STANCIL- HOFFMAN 


21 N. Highland Hollywood 36, Calif. 


for 


perticulars 





Above: Governor Howard Pyle of 
Arizona, who has termed “In the Be 
ginning one of the finest pieces of 
work in the entire documentary film 
field, welcomed premiere quests. 


for those who want 


+. 
> 
. 
>. 





films 


. 
of distinction Above: Clarence Beesemyer General 
*. Petroleum Corr . consultant (right) 

presents print of "In the Beg nning 
Edwin D. McKee, geological au 
tnor ty on the Canyor ana ke y ad 


SAM ORLEANS PRODUCTIONS 


—EfXPERIENCE SINCE 1914— 


‘ visor nm The oicture. 
211 w. cumberland 


Po AAU Pe ee Right: John J. Hennes y film cour 


‘ 


‘ - 
¢‘ 116 n.w. Ind street elor to the General Petroleum Cor 
7 





7 ’ i 
. a i ee pgration, tells the premiere audience 
sbout the fascinat ng detail of its 

many months of preparation and pro 


juctior 


















* John I Doerr. Ay ting ( hief of ” Altogether, this film is the best in- 
AN \ N Né rt NC ‘k vi k N | Interpretation, National Park ery it 2, tegrated and most effective interpre- 
U.S. Department of Interior, adds tation of the story of the earth and 


The Third Annual these words to the enthusiastic reviews of the Grand Canyon we have seen.” 
® \ ° ° Below: The men behind this great picture (left to right on C im): Loui 
Production Service Review Schellbach, Park Naturalist; Edwin D. McKee euoinaicel sutiating tad din adeeor 


Jack Hennessy: Harold C. Bryant, retired Superintendent, Grand Canyon Nationa 
of Business Vereen Park: Wallace B. Curtis, Public Relations Director, General Petroleum Corp.: Ted 
ww ib W. Cate and Ed McGlone, producers of the film; Stene Ledding, Park Ranger 


and Charles Tedford, writer of narration. 















AUGUST + 1954 


A Useful Buyer's Guide to 
Laboratory Services 
Sound Recording ¢ Film Music 
Animation ¢ Special Effects 
Film Storage & Handling 


and other spec ial services 















Providing I USINIOCSS and educ ational film 


users with a single, authentic buyer's guide 
to reputable services for the important fall 


aC ison 








Re serve Extra Cop , Today 


BUSINESS SCREEN 


7064 Sheridan Road, Chicago 


NEW YORK + HOLLYWOOD 





















MANEUVERABILITY 


| apy HOUSTON-FEARLESS 


NEW! ce CINEMOBILE 









NEW! CIRCULAR STEERING 





) NEW! HYDRAULIC BOOM LIFT 


NEW! MANEUVERABILITY 


NEW! HANDLING EASE 


NEW! VERSATILITY 
NEW! LOW SLUNG CHASSIS ’ 





4 
She 
THE HOUSTON-FEARLESS CORPORATION 
ye O U AY TO N 1181) W. Olympic Blvd. © Los Angeles 64, Californio 
Send information on [] Cinemobile [} Film Processors [) All Metal Tripod 
| Panoram Dolly [| Camera Crane TV Pedestal 
FEARLESS Nome 


‘4 2 . Firm 
Co “fro ration pre 
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| Hold It! 


To get attention | 
} 
} 


and to hold it calls 
for showmanship, 
for character and. 
human understanding. 


In motion pictures, 
. Slidefilms and 

art, chart or graphics, 

the necessaries 

are developed only 

through long 

professional experience. ee . 


— Se mage 


—-- 





—— 





JAM HANDY 
COgangaluon f 


To Get Understanding 


VISUALIZATIONS e PRESENTATIONS e LIVE SHOWS e MOTION PICTURES e SLIDEFILMS e TRAINING ASSISTANCE 


NEW YORK 19 PITTSBURGH 22 DETROIT 11 DAYTON 2 





CHICAGO 1 HOLLYWOOD 28 
1775 BROADWAY GATEWAY CENTER 2821 E. GRAND BLVD 310 TALBOTT BLDG 230 NORTH MICHIGAN AVE 


5746 SUNSET BLVD 





